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Personal Service Increases Cutlery Sales 


This Hardware Merchant Increases Profits and 
Publicity by Sharpening Customers’ Knives 


Gratis and Giving Information on Cutlery 


EW places in this complicated 
world offer such wide and illim- 
itable opportunities for the de- 

glopment of human conversation as 
Pullman smoker. The Pullman 
smoker is the inner holy of holies of 
at great and mysterious force that 
fe respect as public opinion. It is, 
rhaps, the only genuine public 

m in America. 

Whenever traveling it is our in- 
triable custom to cultivate smoking 


and conversation. In the matter of 
smoking we are somewhat fastidious 
and confine ourselves strictly to our 
own preferred brand of cigarettes. 
But we place no restrictions of any 
sort on any subject of conversation. 
We adapt ourselves to the necessity 
of situations. 

We recently had the pleasure of 
sharing a Pullman smoker with a 
gentleman who was apparently very 
much engrossed in a newspaper. He 


was somewhat inclined to floridness 
and flesh, buf he possessed a certain 
bland confidence of manner that led 
us to venture upon the belief that he 
was a traveling salesman. 

Our surmise proved to be correct 
for we were soon engaged in a trifling 
passage of remarks touching naively 
upon the weather, the picturesque- 
ness of the country we were passing 
through, and the other usual prelim- 
inaries that courtesy requires as a 








The cutlery depart- 
pment of Alex 
‘Grant’s Sons, Syra- 
muse, N. Y., is cen- 
wered in the show ' 
ase shown in this 
“Mlustration. This is 
pecated in the cen- 
#er of the store so 
#hat customers may 
Wiew the cutlery 
| from all angles 





Carving sets, pen knives and the 
many other articles of cutlery are to 

be seen in this case. The various items 
are artistically displayed in a fashion 


that would do credit to a jewelry store 
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Here is an eg- 
cellent example 
of cutlery dis. 
play. Scissors, 
knives and many 
other items of 
cutlery are 
shown in this 
wall panel case 
im a manner 
that makes i 
easy for the 
prospective pur- 
chaser to locate 
the article 
sought ata 
glance. Note the 
way in which 
the knives and 
scissors have 
been arranged 
according 
to their respee- 
tive sizes 








necessary formality to acquaintance. 

Eventually the conversation drift- 
ed to business. A mutual interest in 
cutlery induced him to relate a little 
story which we take the liberty. of 
repeating as nearly as possible as it 
was told to us. 


A Worth-While Idea 


“One of my customers out west,” 
he said, “thought up a scheme which 
in my estimation is a wonderful ad 
for his store. It is a scheme that 
has done a great deal toward increas- 
ing his cutlery sales. This merchant 
has been using quite a few pocket 
knives from me, and between trips I 
often receive some very sizeable mail 
orders from him. 

“A short time ago when I arrived 
in his town I was naturally more 
than inquisitive to learn what meth- 
ods he resorted to in order to in- 
crease his knife sales. He admitted 
that he had a system which he fol- 
lowed consistently. 


Knives Sharpened Gratis 


“Every knife that this dealer sells 
for one dollar or more he promises 
to keep sharpened for his customer 
free of charge, providing the blades 
show that the knife has not been 
abused. You know as well as I do 
that it is only a matter of a few 


minutes to sharpen the dullest knife, 
of a good quality steel, on an oil 
stone. 

“When he is not busy in the store 
he sharpens a knife while a customer 
waits, but if the store is crowded and 
he cannot spare the time, or if the 
customer is in a hurry, he hands him 
an extra knife. He always keeps a 
half dozen handy to loan out to cus- 
tomers whose knives are waiting to 
be sharpened. The expense he went 
to to get a grinding outfit was nom- 
inal. As a matter of fact all he need- 
ed was a fine grindstone, a coarse 
one and a buffing wheel. These have 
paid for themselves twice over. 

“The time required to do this Work 
does not take as long as one would 
imagine. After sharpening a few 
dozen knives a man becomes very 
efficient at it. 

“But the big fact is, this dealer 
has increased his knife business 
three-fold, and moreover he is buy- 
ing and selling a better grade of 
knives than he ever did before. He 
figures that it costs him one cent a 
blade for every knife he sharpens. 
But he says the value to his store 
in the advertising that he gets from 
satisfied customers is worth more to 
him than any other kind of publicity 
he has ever tried.” 

“This same merchant has also had 


little booklets prepared about the art 
of carving and how to keep a carving 
knife in good condition which are 
worth more than money to him in 
advertising. In these booklets he 
emphasizes the importance of a good 
steel. A razor is always given a few 
strokes on a strop before using, he 
says, and a carver should be given 
the same care on a steel to preserve 
the edge from its constant contact 
with bone and platter.” 

“What is the proper way to hold 
a steel,” we asked. 


Holding the Steel 


“Well,” he said, “the best way is 
to hold the steel rigidly in the left 
hand. Bring the heel of the blade, 
at an angle of fifteen degrees, against 
the end of the steel. Then draw the 
blade down the steel toward you, 90 
that the point of the blade will leave 
the steel very near its lower end. 
Repeat this, first on one side and 
then on the other, about a dozen 
times. A dozen strokes are enough. 

The porter came through a few 
minutes later and announced the 
name of the station we were ap 
proaching. Our friend yawned and 
stretched himself and got up slowly. 

“I’m getting off here,” he said, 
“so I guess I’ll say good-bye and g® 
and get my coat on.” 
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Making Enameled Ware a Four Season Line 
Aggressive Campaigns Backed by Good Display 





and Advertising Will Make This Line 
Sell the Whole Year "Round 


4 season habit” is a com- 
mon trouble among many 
hardware merchants. The 
symptoms are the featuring of cer- 
tain goods at certain times—and the 
appearance of these symptoms are 
usually very deceiving. His biggest 
sales come at a certain time because 
he has pushed the goods. He gets 
his experience from doing a certain 
thing and he does it because of his 
experience. What would happen if 
he really set out to push those goods 
in an intelligent way at other times? 

“The season habit” has developed 
all kinds of traditions about the fea- 
turing of goods. In the case of 
staple lines, such as enameled ware 
kitchen utensils, this habit is respon- 
sible for the loss of many merchan- 
dising opportunities. If a hardware 
dealer has the habit of featuring 
enameled ware at two seasons, the 
cure for his habit is four seasons. 

Spring and early summer are as 
good as an other seasons of the year 
for selling enameled ware. 


Enamelware for Spring 


Spring housecleaning is an estab- 
lished institution and live hardware 
and housefurnishing stores have long 
taken advantage of the season. Why 
not sell kitchen ware at this time as 
well as paint? A “Brighten the 








Kitchen” campaign has proved very 
effective in taking enameled ware out 
of the store and putting it on the 
kitchen shelves. Such a campaign 
must be thorough to be effective. 
Window displays entirely devoted to 
the kitchen, newspaper advertising, 
direct literature, counter displays— 
all should be made to work for re- 
sults. 

In such a campaign there should 
be featured the most used utensils in 
the kitchen—those which should be 
replaced—not because the things are 
worn, but because the kitchen should 
have new things. The articles to 
feature include: tea kettle, sauce- 
pan, coffee pot, dish pan, pail and 
tray. Good enameled ware, if well 
treated, lasts for years. At the end 
it need not be thrown away—there 
are dozens of odd uses for a sound 
vessel in the kitchen. But the ap- 
peal of newness should be stressed in 
such a campaign. Spring! Bright- 
en up the kitchen! 

The outdoor days bring auto tours, 
picnics, camping parties. Every auto 
owner should be a live prospect for 
a complete outfit of the most neces- 
sary enameled cooking utensils. The 
pots and pans should be in handy 
sizes and shapes which nest easily. 
Two or three sizes of plates and a 
set of cups will do for serving. 





Enameled ware is ideal for outdoor 
use because it is so easy to clean. 


‘Hard water can be boiled in enameled 


ware without affecting the non- 
metallic and ‘impervious surface. A 
good combination to feature for out- 
door purposes is: a tea kettle or 
coffee pot, a nest of saucepans, a good 
frying pan, jugs, plates, cups and a 
dipper. 

The bungalow or summer cottage 
idea is becoming increasingly popu- 
lar among city people—and this 
should be a promising market for the 
live merchant. The advantages of 
new kitchen utensils sent direct from 
the store should be played up to ap- 
peal to the class of people that rent 
homes for the summer. 


Featuring Combinations 


One of the most effective means 
used by those who have obtained re- 
sults is to feature combinations of 
utensils—incidentally this is good 
for turnover and cost of doing busi- 
ness. 

After all, the best way to make a 
line of goods on all-the-year-’round 
seller is to seasonalize it all the time 
with a new idea to make it go every 
month. And enameled ware kitchen 
utensils are an example of a staple 
line which can go all through the 
year with the right push behind it. 














be used to ad tag 





Enameled ware can 





in display 





as one can readily see from the accompanying illustration. This window 
4a from R. L. Leeson & Sons Co., Elwood, Ind., and was trimmed by R. C. McDaniel 
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Increasing Sales of Garden and Lawn Tools 


Wide Awake Merchants Take Advantage of the 
Spring Season to Make Additional Profit 
by Selling These Implements 


OST men have hobbies. They 
M. usually select something to 

play with that differs radi- 
cally from their regular line of work. 
A great many people will not admit 
of a particular hobby, but just the 
same they are more or less inter- 


pleasure and recreation from the use 
of the same things. Garden and 
lawn tools come under this heading, 
more especially the garden tools. 
The hardware merchant who is alive 
to the possibility of increased sales 
takes advantage of every opportunity 


other season, he automatically be- 
comes a prospective customer for 
lawn and garden tools. It is up to 
the hardware merchant to see that 
he is sold. The idea of purchase or 
at least a trip to the hardware store 
is, by this time, firmly implanted in 


The wistaria-covered lattice, the wallpaper background and the dolls dancing about a maypole are among the things that ten@ 
to lend distinction to this display of the Banister & Pollard Co., Newark, N. J. 


ested in things outside of their own 
business. Certain manufacturers 
have been awake to this situation 
and have been able to pay large in- 
come and profit taxes because they 
catered to the hobbies and fancies 
of the American gentleman. The 
modern hardware merchant is also 
awake to the possibility of sales, not 
only of merchandise necessary to the 
upkeep and progress of mankind, but 
for the health, pleasure and pastime 
of his trade. 

Often one class of merchandise is 
used by certain people in the earning 
of their living while others derive 


to put before his customers the mer- 
chandise they will want. In the 
spring he makes every possible use 
of lawn and garden tools because of 
their universal demand. The first 
thaw will find a man in the tool house 
looking over the rakes, spades and 
hoes. The coming of spring seems 
to bring forth a desire to dig in the 
dirt and if space is available plans 
will be laid for a garden. 


Get Your Share by Display 


When a man has looked over the 
garden tools and has examined. the 
lawn mower to see if it will last an- 


the customer’s mind. His desire is 
increased by reading snappy and at- 
tractive ads in his local paper which 
call attention to the articles he needs. 
It is not long before this prospective 
customer finds occasion to pass the 
hardware store, and here the idea is 
drawn to his attention by the dis 
plays of garden and lawn tools. If 
he needs the smallest article, he will 
use it as an excuse to go into the 
store. Here, then, is the merchant's 
chance to sell him more than the 
garden trowel or rake he came after. 
It is distinctly up to the merchant 
to implant in this customer’s mind 
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THE RIGHT PLACE 
TO BUY 


GARDEN TOOLS 
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The white fence at the back of the window and the imitation grass floor covering furnish a realistic lawn setting for this 


display of the Ludlow @ Squier store, Newark, N. J. 
Ps 


a ry) 
“Thi 




















The Birkenmeier 4 Kuhn Co., Newark, N.J., has attained a pleasing effect by the judicious use of a lattice background. Out 
of the ordinary touches of this kind serve to make windows distinctive and attention-compelling 
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the desirability of other merchandise 
and close the sale for additional 
articles. 

Suggestion is the greatest thing in 
modern business. Facts and ideas 
are constantly forced into our minds 
by street car ads, fence posters, bill 
boards, window displays and news- 
paper displays. Usually _ these 
agencies create the desire for the 
articles shown, but it takes a trip to 
the store before a decision is reached 
to actually make the purchase. Once 
the article is seen and comes up to 
expectation, the desire to possess it 
is very keen. This is the merchant's 
golden opportunity to show other 
merchandise and realize additional 
sales. The merchant usually knows 
as well or better than his customer 
just what will best fit his needs and 
the use of this knowledge should ma- 
terially increase his bank balance. 

The picture of the Ludlow & 
Squier, Newark, N. J., window offers 
many suggestions as to the merchan- 
dise which may be shown in the 
spring windows. There is shown al- 
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most every kind of tool needed for 
the garden, whether it be of the small 
variety or one that comprises several 
acres. A fence is used as a back- 
ground for the window. This makes 
an ideal support for the handled 
tools displayed. It also affords an 
opportunity of showing poultry net- 
ting and screen wire. Imitation 
grass is used to cover the entire floor 
and furnishes a good setting. 

Birkenmeier & Kuhn Co., Newark, 
N. J., use a lattice background set 
on pillars and decorated with crépe 
paper. Attention is directed to the 
large bags of lawn seed by signs. 
Lawn fence, poultry netting and 
screen wire come in for a share of 
the window. A large sign advises 
that it is time to use fertilizer and 
it can be purchased at that store. 
Lawn mowers are displayed in the 
center and are surrounded by flower 
pots and small tools. 

The display of Banister & Pollard 
Co., Newark, N. J., utilizes the back 
of the window for the display of 
handled tools. These tools were 
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mounted on sectional display boards 
and were then placed in the window, 
Each article is priced in plain fig- 
ures. A lattice covered with imita- 
tion vines and flowers is suspended 
in the center of the window. Hose 
reels, spray pumps and lawn mowers 
are displayed near the back, while the 
smaller articles, such as_ trowels, 
sickles and shears, are.near the front. 
A small round table on which six 
dolls and a Maypole are placed draws 
added attention to the window. 

An imitation brick wall makes an 
effective setting for the lawn and 
garden tool display of Hammacher, 
Schlemmer & Co., New York City. 
Here, again, the display is complete 
and the arrangement of the mer- 
chandise is well balanced. The back- 
ground is utilized for the proper dis- 
play of the long-handled tools, while 
the front part is used for small tools. 
A water weight lawn roller occupies 
the center of the window. A little 
descriptive card is placed on most 
articles calling attention to their use 
or merit. 


Hammacher, Schlemmer 4 Co., New York City, have reproduced a garden wall to serve as a background for their display of 
lawn and garden tools. This window is guaranteed to halt the commuter on his homeward way 
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The Electrical Treatment for Slow Sales 


Rapid Turnovers and Good Profits Are Characteristic of 


This Popular Line—How Some Firms 
Handle Electrical Goods 


HEN a man becomes stale and 

run down in these trying 

times, the up-to-date M.D. 
puts him on the receiving end of an 
electrical apparatus and shoots a few 
volts of electricity into his system. 
It seems to wake him up—rejuve- 
nates the worn tissues and brings 
back his pep. After a few treat- 
ments he is back 


part of the Ernst stock runs between 
$1,000 and $1,500, and the firm turns 
the stock between six and seven times 
a year. Mr, Ernst calls it his “no- 
trouble line” because it has no come- 
backs. When the stock is sold it 
stays sold. 

The light bulbs are tested before 
they leave the store and this obviates 


again electrical equipment is ciassed 
as among the fastest moving lines of 
the store, with an average turnover 
of six times a year. There are few 
complaints or replacements, and the 
profits are good. 

In this section we find a floor case 
of telegraph and wireless instru- 
ments and another case devoted to 

flashlights. Dis- 





on the job, with 
all the live-wire 
attributes of the 
past. In addition 
to its pep-produc- 
ing power, there 
is something 
about electricity 
that appeals to a 
man. It excites 
his curiosity, and 
has a sort of fas- 
cination for him. 

When you stop 
tg think of it, we 
depend a good 
deal on things 
electric in this 
day and age. 
Shut off the cur- 
rent everywhere 
and the modern 





play tables carry 
sockets, fuse 
plugs, drop cord, 
bulbs, wire and 
batteries. Small 
bulbs for flash- 
lights and auto- 
mobile headlights 
are carried in 
boxes on the 
shelves. Lamp 
sockets and simi- 
lar fixtures are in 
bins on the coun- 
ter. The bins are 
built on an incline 
and have wire 
netting bottoms 
to allow the dust 
and dirt to pass 
through. 

Light bulbs are 








world would be 
cold, hungry and 
in darkness. 
Where electricity once was a luxury, 
it is now a necessity. Everyone de- 
pends upon it to some extent. Per- 
haps a little current shot into a few 
lagging stores might bring back the 
old-time pep and the old-time profits. 
Hardware is profitable because its 
Use is universal. Electric utensils 
and equipment are now in the same 
lass and fit beautifully into the 
ware line. They should be in- 
¢luded in every hardware store that 
aspires to be a leader in its com- 
munity. 
‘The Ernst Hardware Company of 
le, Wash., carries one of the 
Most complete electrical stocks on the 
Pacific Coast, and finds its trade in 
this line growing very rapidly. The 
stock we refer to not only includes the 
Various electrical household utensils, 
but also such items as light bulbs, 
Wire, sockets, drop cords, fuses 
plugs, etc. The electrical equipment 


Galesburg, Til. 


Electric cooking utensils of every kind are carried by the Churchill Hardware Go. 
This illustration reveals the variety of articles handled. 


complaints. Mr. Ernst claims that 
the electrical equipment line is one 
of the best he carries, and that it 
acts as a magnet for the home build- 
er as well as a feeder for other busi- 
ness. He has found that many men 
prefer to buy this line from a hard- 
ware man, as they can then do their 
own electrical work or hire it done 
at a reasonable rate. He further 
states that electrical equipment man- 
ufacturers look with favor on having 
their lines carried by live, well-rated 
merchandisers such as are found in 
the hardware ranks. 

One of the thoroughly novel depart- 
ments of the Spelger & Hurlbut 
store in the same coast city is that 
devoted to sales of electrical equip- 
ment. By this we do not mean the 
household appliances, which are sold 
in a special department of the house- 
furnishings section, but the equip- 
ment for wiring and installing. Here 


sampled on a pipe 
fixture above the 
counter, and each 
is marked for size, kind and price. 
A push socket is used to test all bulbs 
sold. The department occupies very 
little space, and there are very few 
deliveries, the customers carrying 
most of the purchases with them. 


Electric Utensils Carry Good Profits 


Electric household utensils are so 
common in hardware stores that they 
have long since ceased to be side 
lines. The Churchill Hardware Co., 
Galesburg, Ill., carries an exception- 
ally complete line of such utensils 
and finds it one of the store’s best 
sellers. Mr. Churchill submits every 
department of his big store to the 
exacting test: “Does it pay a profit?” 
If it does not, out it goes. He keeps 
detailed records on the inventories 
and sales of the various departments 
and quickly spots non-paying lines, 
and profit makers. He finds that 
electric utensils have helped to build 
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sales volume, and that the margin of 
profit is good. 

The display case, which is shown 
in conjunction with this article, re- 
veals the completeness of the line and 
the attractive display methods used 
in the Churchill store, 


Table Lamps Brighten Up Electrical 
Department 


While the articles shown in the 
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rangement, but because of the com- 
pleteness of the lines shown. It is 
a display intended to attract atten- 
tion and excite the buying desire of 
critical women customers. Women 
are trained to a fine sense of beauty 
and harmony, and it pays to cater to 
their pleasure if you want their 
trade. The window we show was 
directly responsible for dozens of 
profitable sales, and caused a great 











































Here’s something else from the 
Churchill Hardware Co. This time it’s 
an exceptionally complete window 
display including everything electrical 
from summer fans to winter heaters 
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floor case are common in hardware 
stores, the fancy table lamps dis- 
played on the top of the case are not 
quite so common. However, there 
seems to be no good reason why the 
hardware store with its electrical de- 
partment should not sell lamps as 
well as bulbs, toasters, grills, perco- 
lators and other attractive electrical 
articles. The Churchill Company has 
found ample justification for this line 
in both the sales and the profits. 
Table lamps bring a good price and 
carry a better margin than most 
hardware items. 

The Gross Hardware & Supply 
Co., Milwaukee, also carries an at- 
tractive stock of both table and floor 
lamps, and does a heavy business in 
the lamp department. On special 
sale days this store has sold as many 
as 100 lamps and shades in a single 
day. 

Electrical Goods Windows Draw Trade 


In the Churchill store special win- 
dows of electrical lamps and utensils 
are regular features. One of these 
displays recently installed is remark- 
able not only for the neatness of ar- 
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idents of your town simply for the 
trouble of visiting your store. 

The American Hardware Stores, 
Inc., Bridgeport, Conn., gives regular 
afternoon concerts of its own by 
using a phonograph and “sending 
out” so that anybody with a-wireless 
receiver anywhere near Bridgeport 
may “listen in.” The demand for 
wireless equipment in Bridgeport is 
larger than the American Hardware 
Stores can suply. It all started by 
E. J. Reidenouer, who is in charge of 
the company’s electrical department, 
getting the high school boys inter- 
ested in wireless. To-day the Amer- 
ican Hardware Stores has the largest 
wireless outfit in Bridgeport, and it 
is also the clearing house of informa- 
tion to which everybody in the city 
goes for news and advice about elec- 
trical matters. Other stores are also 
doing similar things with wireless 
with surprising results. Wireless 
seems to act as a tonic for the entire 
business. 

If your store seems to be suffer- 
ing from staleness—if the old-time 





Spelger & Hurlbut of Seattle, Wash., 
not only sell electrical goods but also 
specialize in all the necessary equip- 
ment for wiring and installing. This 
store makes a six times a year turn- 
over in electrical equipment 







































deal of favorable comment from both 
men and women. 

Probably the most effective thing 
that a hardware merchant can do 
to-day to stimulate interest in his 
electrical department is to put in a 
wireless receiving set. The concerts 
that some of the big electrical com- 
panies are sending out broadcast over 
the country can be received in your 
electrical department and amplified 
so that some of the best concerts in 
the country may be heard by the res- 


hustle and bustle have changed to 
listlessness—try giving it a few elec- 
trical treatments. Put the bright, 
attractive electric household utensils 
on display in the windows and floor 
cases. Back them up with the equip 
ment necessary for wiring and in- 
stalling. Tell the people of your 
town about your venture in adver- 
tisements and personal talks. A lit- 
tle contact with the line will give 
you the required sales current, and 
the returns will put the old store b 

in the live-wire class. . 
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Make Aluminum Follow Spring Cleaning 


Neatness of Appearance and Durability Are 
Important Talking Points in Selling This 
Particular Type of Kitchen Ware 


HEN the housekeepers fin- 
W ish their spring cleaning the 
next problem to which they 
turn is the replenishing of house- 
hold equipment in general and of 
kitchen utensils in particular. And 
very frequently their minds turn 
toward aluminum cooking utensils. 
This being the case it is up to the 
progressive hardware merchant to 
plan his sales in aluminum goods ac- 
cordingly. He must make his appeal 
to the women customers of his lo- 
cality. Incidentally he should re- 
member that women are intelligent 
buyers, and with respect to household 
matters are far more shrewd than 
men. When they come to buy cooking 
utensils they will require proof of 
the worth of each article. In fact 
they will have to be “sold” in pretty 
nearly every instance. 
Many housewives of to-day are 
turning to aluminum ware for 
kitchen use. They like the ease with 


which it may be cleaned, its lightness 
in handling, and they take great 
pride in keeping a complete kitchen 
outfit of this material. 

The range of articles made from 
aluminum is varied and includes 
many items that would find a large 
and receptive market in your town 
providing the proper merchandising 
methods were used. Aluminum ware 
has had much publicity during the 
past six months due to the many 
special sales on certain items. Many 
people bought an aluminum frying 
pan, kettle or some article at one of 
the nation-wide sales. In some cases 
this purchase represented the first 
piece of aluminum ware to be used. 
These people are probably the best 
prospects for large spring sales. 

Aluminum ware is easily worked 
up in interesting displays for win- 
dow or interior use. It is bright, 
shiny, attractive and it is an easy 
matter to arrange it effectively. 


Many of the manufacturers offer 
dealers window cut-outs, counter 
cards and other material. 

Aluminum will prove decidedly 
worth while to the merchant who gets 
busy and trims his window in a pleas- 
ing manner and has a good stock 
neatly laid out. It will be well for 
these two requisites to be linked up 
with advertising through the local 
newspapers and with circulars and 
personal letters. 

If you have a mailing list, why not 
send out a letter telling of your stock, 
quoting a few articles that you con- 
sider leaders.. Suggest that the lady 
of the house pay you a visit for the 
purpose of inspecting your stock. 

Make your publicity bring out the 
thought of following spring clean- 
ing with the purchase of the various 
items of aluminum needed in every 
home. Name a good list, such as 
coffee pots, percolators, pots, pans 
and measuring cups. 














The brightness and well kept appearance of aluminum ware makes it particularly adaptable for display purposes, as can readily 
be seen by this interesting window of the Carlisle Hardware Co., Springfield, Mass. 
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Displays and Advertising Aid Tool Sales 


These Were the Two Principal Factors in Develop- 
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ing the Tool Business of W. P. Walter’s Sons, 
Philadelphia—Other Successful Examples 


IVILIZATION began when the 
(; first tool was invented. Crude 
stone tools were used as long 

ago as the Neolithic or Later Stone 
Age, before the discovery of metals. 
To-day the variety of tools to be 
found in the average American hard- 
ware store represents, collectively, 
the one outstanding necessity with- 
out which modern 


that no articles should be dis- 
played unless a full assortment of the 
goods shown is carried in stock in 
the store. He believes that a full 
stock is absolutely necessary to back 
up a display. Mr. Walter also at- 
tributes a good deal of his success 
with tools to the fact that he has 
always carried a large and complete- 


customer enters the store and pur- 
chases some article, the salesman be- 
fore sending the cash to the cashier 
places the box with the vise in the 
customer’s hand, with a remark to 
the effect that: 

“This is a mighty handy little thing 
to have around the house. Just try 
it and feel how it works.” 

The effect of 





civilization would 
collapse over- 
night. Without 
tools there could 
be no mining, 
farming nor 
transporta- 
tion. Indeed, civ- 
ilization is sepa- 
rated from chaos 
by only a thin 
film of human in- 
genuity, which is 
kept intact by a 
complex frame- 
work of tools. 

It is probably 
because tools are 
so necessary and 
therefore so com- 
mon that a great 
many. . merchants 
allow the natural 
demand to take 
care of their 








the  salesman’s 
words and man- 
ner, the neatness 
arid convenience 
of the box, and 
the obvious util- 
ity and attrac- 
tiveness of the 
vise invariably 
form a most per- 
suasive combina- 
tion. Mr. Walter 
says that on an 
average of eight 
out of ten times 
this method re- 
sults in a sale not 
only with vises 
but with other 
articles as well. 
It is unques- 
tionably true that 
packing and 
wrapping do a 
great deal to 
make or ruin a 








sales, and neglect 
to advertise and 
display tools as 
much as they do 
other lines. But it has been the in- 
variable experience of merchants who 
have concentrated their efforts to 
increase their tool sales that in so 
doing they have indirectly improved 
their turnover of other goods. 


cf tools in 


One Firm’s Success 


W. P. Walter’s Sons, 1233 Market 
Street, Philadelphia, Pa., has enjoyed 
exceptional success with tools. Mr. 
Thomas Walter, president of the 
firm, attributes a large proportion of 
his company’s success with tools to 
window displays and newspaper ad- 
vertising. He considers that these 
are the two principle factors in de- 
veloping business and achieving a 
desirable reputation. 

He lays it down as a cardinal rule 


The Palace Hardware House, Erie, Pa., has succeeded in displaying a wide range 
Even surveyors’ instruments are shown 


a@ limited area. 


ly assorted stock of high-grade tools 
which he has sold on a quality basis 
only. 

In conjunction with his windew 
displays he runs ads in the Phila- 
delphia papers twice a week. He is 
an advocate of quoting prices in ads 
and in window displays. People are 
vitally interested in what an article 
is going to cost. Furthermore, it has 
the threefold advantage of establish- 
ing confidence, supplying desirable 
information and saving time for 
both customer and salesman. 

Mr. Walter trains his salesmen to 
sell by suggesting articles to custom- 
ers that the customers had not known 
about. As an example, this firm sells 
a small household bench vise packed 
in a neat cardboard box. When a 


sale. Good wrap- 
ping is an asset 
that a salesman 
can always count upon as a material 
sales assistant. The vise mentioned 
above would not appeal nearly as 
much to a customer if he had to wait 
to have it wrapped, and then had to 
carry it through the streets in a 
bulky brown paper bundle. 
Newspaper advertising, Mr. Wal- 
to have it wrapped, and then had to 
the retail dealer for three reasons. 
In the first place, he says it gives the 
business advertised a certain amount 
of valuable publicity and puts the 
store and the wide variety of lines 
that it carries before the public eye, 
so to speak, more conspicuously than 
anything else. In the second place, 
it increases the prestige and scope 
of influence of the business. And, in 
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An excellent example of a panel case display is herewith furnished by the C. Ed. Smith Hardware Co., New Castle, Pa. The 
tools are racked upon long pegs, making it possible to show several tools in the space usually occupied by one 


the third place, it gives information 
to prospective buyers. We show 
herewith three excellent examples of 
tool display. : 

The window display of the Palace 
Hardware House, Erie, Pa., shows a 
variety of tools. 

The panel arrangement, probably 
one of the most popular and practical 





methods of interior display, is shown 
to advantage in the photograph that 
was taken in the store of the C. Ed. 
Smith Hardware Co., New Castle, 
Pa. 

The picture showing a basement 
view of the T. B. Rayl Hardware Co., 
Detroit, Mich., is an unusually at- 
tractive display of tool chests, grind- 


T. B. Rayl & Sons, Detroit, Mich., has an unusually 
fine tool department, as may be seen by this ilus- 
tration. Tool chests and grindstones occupy the 
foreground, while farm implements are ranged 


against the walis 


stones and the other related lines. 

The approach of spring, the in- 
crease of building and of renovat- 
ing work will bring about an in- 
creased demand for tools of all kinds. 
The prospects for an improved busi- 
ness in tools are better this spring 
than they have been in the past two 
years. Don’t be caught unprepared. 

y 
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Seeds Mean Sales for the Hardware Store 


How Live Hardware Dealers Attract New Customers 


to Their Stores Through the Display 


EFORE many days old Mother 
B Earth will begin to wake up. 

The air will grow balmy and 
the sun will be bright. Buds will 
start to swell on tree and bush. The 
grass will come to life. Gradually 
the shackles of winter will be thrown 


and Sale of Seeds 


his customers are going to call for. 
Then by early display and salesman- 
ship he can secure a greater volume 
of business than the dealer who waits 
for his customers to ask for the mer- 
chandise. One of the most important 
things to be done, in anticipation of 


those present out in the early morn- 
ing working as they never worked 
at home or office. A man’s garden 
reflects his personality and there ig 
a vast difference in gardens. They 
may be side by side, yet one is well 
laid out and beautiful to behold, 











Arthur Nungesser, New- 
ark, N. J., has made effec- 
tive wse of posters and 
seed packages. Garden 
and lawn tools rest upon 
an imitation lawn and 
serve to emphasize the 
necessity of getting the 
garden in shape once more, 
The space may be some- 
what ltmited, but none 
can gainsay the fact that 
it has been utilized to the 
Jullest extent. Any ama- 
teur gardener passing this 
window would be _ re- 
minded of something he 
needed in the way of 
grass seed, flower seeds, 
tools or hose 











off, and the world about us will be 
transformed into scenes of growing 
life and activity. At the same time 
the interior of every hardware store 
will be changing. The winter mer- 
chandise will be headed for the back- 
ground or the warehouse. The mer- 
chandise of spring and summer will 
be making its appearance. This 
change is always made in the pro- 
gressive hardware store, because 
the merchant knows he must antici- 
pate the wants of his trade, and be 
able to supply the demands made 
upon him. He knows that he must 
have within easy reach the things 


— 


spring business, is to arrange for a 
good display of seeds. 


Time to Plant Gardens 


Outside of the joy of being alive, 
when the spring days come, the 
majority of men and women of our 
land think of gardens. Early they 
rise to dig and plant these gardens. 
There is never a feeling of regret 
when garden time comes around. 
We all love to see things grow and 
we like to be absolutely responsible 
for the fine condition of a seed plot 
in the back yard. You have seen 
people and; no doubt, were among 


while the other cannot be dis- 
tinguished from the weeds or under- 
growth. Both, however, are the 
aftermath of seed sales. Both repre- 
sent seed profits for some merchant. 


Hardware Store the Natural Place to 
Buy Seeds 


A large percentage of these people 
go to the hardware store for seeds. 
It is perfectly natural that they 


should do so. There is something to 
be found in the hardware store for 
everybody. The housewife goes 
there for clothespins, tacks, butcher 
knives and the countless other things 


t 
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Seeds in plates and pans, seed packages covering the floor, colored posters upon the walls and a fine assortment of the necessary 

tools serve to make this a real springtime display. The suggestion is further heightened by the use of growing plants, which 

tend to show the results which may be attained from seeds such as are shown. This to our mind is an excellent and decidedly 
worth-while touch and is well worth using in displays of this kind 





Otto J. Gress of the Bunting Hardware Co., Kansas City, Mo., has succeeded admirably with this seed window. The background 
is made up of small packages of sceds surrounding a display carton. Seeds in saucers and packages and garden tools 
completed the display 
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she uses daily. The man goes there 
for his hammer, nails, rakes and 
hoes. In fact the ordinary man 
rarely uses anything about the house 
or yard that does not come from a 
hardware store. There are certain 
seasons when different kinds of 
articles are required and the suc- 
cessful hardware merchant knows 
that he must put in the foreground 
the things his customers are going 
to need and want. As the seasons 
change, the hardware stock changes 
and the sundry lines that run along 
with the major lines are played up 
and put in conspicuous places. 

The early spring windows should 
by all means contain seed displays. 
Attractive window displays can be 
made from seeds as shown by the ac- 
companying pictures. Otto J. Gress 
of the Bunting Hardware Co., Kansas 
City, Mo., trimmed one of the win- 
dows illustrated. The background 
of this window was made entirely of 
the small package seeds, with a dis- 
play carton placed prominently in 
the center. Surrounding the central 
display were pans and saucers of the 
various kinds of seed handled. With 
the seeds shown were the garden and 
lawn tools necessary to the proper 
planting and the care of the crop. 
This window is on one of the busiest 
streets of Kansas City, and the sales 
resulting from the display were ex- 
tremely gratifying. People hurry- 
ing along were stopped: by the un- 
usual display and at once decided to 
have a garden. This not only sold 
seeds, but garden and lawn tools run- 
ning into many dollars. 


Growing Plants Attract 

The second illustration is more 
typically a seed window. Yet it con- 
tains the suggestion in the back- 
ground of the hoes, rakes, spades, 
forks, shears, etc., necessary to the 
good garden, not forgetting the hose 
and a good sturdy reel. Flowering 
plants added a touch of color and 
life, and this feature alone made 
every woman stop as she passed by. 
Here again, the bulk seeds were 
shown in pie plates and large pans. 
The package seeds were shown in 
their regular display cases and on 
small stands, and the entire floor was 


Pittsburgh Hardware Ass’n 
Meets 


The monthly meeting of the Pitts- 
burgh Retail Hardware Dealers Asso- 
ciation was held in the Hotel Chatham 
in that city on Friday evening, Jan. 27. 
Hugh F. McKnight, the newly elected 
president, was in the chair, and C. W. 
Scarborough was secretary. There was 
a fair attendance considering the very 
cold weather that had Pittsburgh in its 
grip for some days previously. 
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thickly covered with seed packages. 
The illustrations of the flowers or 
vegetables on these small packages, 
together with the flowering plants 
and seed illustrations, furnished by 
the distributors, made a variety of 
color that could not help arresting 
the attention of the passerby. 

The other picture is from the store 
of Arthur Nungesser of Newark, 
N. J. The foreground of this display 
shows all the small articles for the 
proper care of the lawn and garden, 
while the back of the window is given 
over to the display of handled tools, 
such as rakes, forks, hoes and mow- 
ers. Large sacks of lawn seed were 
placed in the rear to give the proper 
balance. Hose and reels were also 
displayed. The back and side panels 
were covered with colored seed ad- 
vertisements furnished by the dis- 
tributor as well as with small pack- 
ages of seed. The floor was covered 
with imitation grass, which gave the 
articles displayed the proper setting. 
This was a very compelling display 
and proved to be a real sales pro- 
ducer. 


Early Bird Catches the Worm 

Early display of seeds will mean 
increased sales, because many people 
will buy before garden time. The 
world contains many people who buy 
to-day for to-morrow. These people 
will be thinking garden long before 
the time has arrived and will lay in 
a supply of seeds. The first warm 
morning they will be up and have 
their gardens all planted before their 
neighbors even think about planting. 
Naturally, there will be a great deal 
of satisfaction, a few weeks later, 
when they proudly exhibit the first 
radishes and lettuce in the com- 
munity. 

Many hardware merchants have 
so close a personal contact with their 
customers that they keep well in- 
formed on the happenings in the 
community, and make use of their 
store windows to display the earliest 
produce. There is that feeling of 
good will between the successful 
merchant and customer which enables 
him to know at all times the new 
prospects for merchandise, as well 
as the personal achievements and 





Moving pictures of the “Save the 
Surface” campaign were shown by Ar- 
thur M. East, and which were of much 
interest to the members. Mr. East also 
gave a short talk on the general trend 
of business and said that he thought 
it was decidedly on the mend, and 
would continue right along. A talk 
was given by Sharon E. Jones, secre- 
tary of the Pennsylvania and Atlantic 
Seaboard Hardware Association, who 
told of the plans being made for the 
annual meeting of the association to be 
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successes of his customers. Hig 
trade knows that he is interested in 
them, and they go out of their way 
to give him help and information, 
This kind of a merchant is the one 
who shows, in his windows, the 
earliest vegetables raised in the com- 
munity, and he does not fail to draw 
attention to the fact that the seedy 
were purchased at his store. It is 
a great personal satisfaction to the 
gardener to have his name men- 
tioned. 

Through the year, the hardware 
window offers a splendid place to dis- 
play the achievements of the locality, 
and the value of the advertising 
gained can be estimated by any mer- 
chant in his increased sales. News- 
paper write-ups and advertising 
stunts on seed and garden produce 
also result in more business and 
create a genuine personal interest in 
the hardware store. 

Don’t Forget the Housewife 

Only recently have the housewives 
started to look to the hardware store 
to supply their needs. Yet, in the 
home and kitchen, the housewife 
uses as much hardware as _ the 
ordinary man. Every retailer knows 
just how hard it was in the past to 
get the ladies into the store unless 
some special errand brought them 
there. Much has been done in re- 
cent years to make hardware shop- 
ping a delight, and wide awake mer- 
chants are beginning to realize the 
value of the housewife’s trade. 
Nearly every woman plants flowers 
in the spring and many of them take 
charge of the vegetable garden. Seed 
displays will naturally interest the 
women and sales will result. 

Whether it be a man or a woman 
who comes to the hardware store for 
a small package of seeds at a few 
cents, it must always be remembered 
that this small purchase can be 
easily increased, because any one who 
buys seeds is a prospective customer 
for spades, hoes, forks, rakes and 
all the other things necessary to the 
good lawn and garden. Many a hard- 
ware sale springs from seeds, and 
the number can readily be increased. 
Just make up your mind that seeds 
are hardware and the rest is easy. 


held in Philadelphia on February 14-17. 
The attendance of Pittsburgh retail 
hardware dealers at this convention 
promises to be quite large. 


W. H. Andrews Improves 


There is marked improvement in the 
condition of Mr. W. H. Andrews, Chair- 
man of the Board, Pratt & Lambert, 
Inc., who was taken ill in December at 
his winter home at Montecito, near 
Santa Barbara, Cal. 
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Replenishing the Supply of Glassware 


Holiday Breakage and Consequent Need of Replacements 


Should Be Emphasized by Merchants Who Seek 
to Increase Sales in This Department 


4 OAL is not sold in hardware 
$ stores as a general thing. 
Neither is it put up in handy or 
attractive packages. Nor are ship’s 
anchors, heavy chain and such articles 
wrapped in meat bundles or sold over 
a highly finished counter. But glass- 
ware, high-grade smoker’s outfits, 
thermos bottles, and such goods com- 
pose the fancy goods department of 
the modern hardware stores, and 
must be handled with more style than 
coal, chain or anchors. People who 
purchase glassware, for example, 
care but little how big or how much 
the individual piece weighs. They 
seek something beautiful and yet 
useful. And that is the complete 
story of this class of goods. 


A Good Suggestion 


A good suggestion for the handling 
of glassware, thermos bottles and 
ash trays comes from a store oper- 
ated by Bartholmew. & Co., Michigan 
City, Ind. This store had big sales 
and heavy profits on these and kin- 
dred articles during the recent holi- 
day rush. The success they met with 
Was well merited, as they displayed 
the goods in a way that would have 
done justice to even a high class 
jewelry store. 


This company had three fairly 
large sized tables neatly covered 
with linen tablecloths. The center 
table held articles of cooking glass- 
ware, some of them mounted in 
plated and silver container-casserole 
style. 

Another table had thermos bottles, 
ash trays, shaving sets complete with 
stand, mirror, brush and mug. It 
also had tobacco canisters in brass 
and bronze, silver drinking mugs, 
glass drinking tumblers, silver trays, 
crumb sets, drinking water pitcher 
and such goods. 

The third table was devoted to 
carving sets, plated tableware and 
silver plated coffee percolators. Be- 
hind the tables can be seen neatly 
arranged stocks of glassware. The 
company carries a fairly wide line 
of glassware and has it on view so 
that customers can see and be moved 
by the impulse to buy. 


Displays Create Sales 


Good displays always create a 
powerful sales suggestion and glass- 
ware lends itself readily to proper 
display. The table idea is good be- 
cause it tempts the people who come 
in the store to make an inspection of 
the stock, whereas they might not 
even become interested if the same 





goods were in sight but not so ac- 
cessible. 

Following the Christmas season, 
which is a big time for entertaining, 
it will be found that there is a big 
market for drinking glasses for two 
reasons. In the rush and hurry of 
Christmas hospitality many glasses 
were broken, Here lies an oppor-. 
tunity to make sales by replenishing 
the broken lots. On the other hand, 
the demands of the holidays now 
passed brought to light in many 
homes the inadequate supply of 
tumblers, water pitchers and other 
items that come under the glassware 
listing. 


Follow These Two Thoughts 


These two thoughts alone are 
worth following. Make up a glass- 
ware window and include if you like 
the other goods handled in the same 
department at the Bartholomew 
store. Dress up your department 
for this line and go after the busi- 
ness. Let the show-cards in your 
window suggest the replacement of 
broken goods and take up the theme 
of insufficient glassware at home as 
demonstrated by the recent holiday 
demand. These two points will sink 
home with many people and should 
increase sales materially. 
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Calculated to 
Improve Prospects 
for Sale of This 
Class of Goods— 


Study Your Local 
Demand and Buy 
Accordingly 


By A. H. VAN VorIs 


NCE upon a time there was a 
Q young and frisky chap who 

was very active and lively; he 
was known to the hardware world as 
Bill—Buil-ders’ Hardware, to give 
the full name presented to him at 
the christening. 

He must have passed from a joy- 
ous youth into a decrepit old age and 
it may almost seem that he has been 
laid away to rest, for an official prom- 
inently connected with one of the 
big manufacturing concerns in this 
line jokingly remarked to me the 
other day, in reference to builders’ 
hardware—“There ain’t no _ such 
animal any more.” 

But is such a solemn and funereal 
aspect a true condition of affairs as 
pertaining to what was formerly a 
very important department of the 
hardware store? 

Old Man Pessimism never pins any 
roses to his followers so what’s the 
use of joining forces with him? 

It doesn’t cost any more to be 
optimistic about Bill Hardware. 

Let’s remove the crépe! 

Perhaps we can summon him back 
into some semblance of his former 
active self again. 


Three Methods to Use 


As a hardware merchant, there are 
three things, I take it, that we can 
do regarding this resuscitation. 

We can lay in a stock of builders’ 
hardware with a reckless and hap- 
hazard concern as to amount and 
kind; we can deny its existence en- 





Present Day Conditions 
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Taking the Mystery Out of Builders’ Hardware 































An interesting corner of a builders’ hardware display at the John N. Lindsley, Inc., 





store, Orange, N. J. 


tirely, or we can study our local de- 
mand and buy accordingly. 

The first two extremes would be- 
tray a sad lack of judgment and 
business foresight on our part, but 
the third is the means of bringing 
this trade along back to its erstwhile 
normal lines. 

It is quite beside the question, I 
think, for any writer or investigator 
to attempt to lay down any universal 
rules for the guidance of ali dealers, 
for the very reason that some of us 
are located in the smaller towns 
where less building is going on than 
in some of the more thriving indus- 
trial centers where inadequate hous- 
ing conditions have prompted a big- 
ger spurt in the building of homes. 

The other day I was discussing 
this subject in our store with a sales- 
man who represents one of the large 
New England companies; he was 
telling me how he figured that a 
much increased business for his con- 
cern was already in sight for this 
spring, and he added that much of 
it was coming from dealers who no 
longer feared carrying a somewhat 
larger stock of trim than in the past 
few years. 

We were giving him our own order 
when in walked one of our local con- 
tractors, 

I introduced the two men and be- 
fore our contractor had left‘the store, 
he went through the catalog with the 
salesman and selected several items 





for a job he planned to undertake in 
a short time. 

These items hapened to be bronze- 
plated lock sets with butts to match, 
which beyond any doubt can well be 
classified as builders’ hardware. 


The Line of Demarcation 


At this point, I am prompted to 
present the question as to where we 
can draw the line between builders’ 
and general hardware. 

Perhaps, as we read these lines, 
many of us are thinking that we may 
carry more of the former than we 
imagined. 

Beyond question, we are agreed 
that when a new house is built in 
our community and we go over the 
plans and specifications with the 
owner and architect and secure an 
order for the entire lot of fittings 
in the hardware line—that, to be 
sure, is builders’ hardware. 

We admit this, but where are we 
to draw the line at the other end 
of the field? 

Let’s see if most of us aren’t sell- 
ing more of this would-be mysterious 
product than we offhand estimate. 


What Is Builders’ Hardware? 
How about the farmer who comes 
to your store to buy the necessary 
equipment for hanging a_ sliding 
door? There’s the track, hangers, 
stay rollers, door pull, and latch or 
hasp and padlock, and we will throw 
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Burke & Wright, Waukegan, IIl., make it easy for the customer by displaying builders’ articles in wall cases. No pawing over 
things in this store, as you can always find the needed item directly in front of you 


in the screws and bolts for good 
measure. , 
Probably there will be another 
door on the side and that will be 
hung with strap or the hinges with 


the accompanying hasp and padlock. 
The same applies to the farmer’s 
chicken-house, granary, wood-house, 
or wagon shed and in many instances 
we can sell him the roofing and paint. 


Dairy barn hardware is a subject 
in itself with the complete equipment 
for such a modern and sanitary out- 
fit, but it overlaps our subject of 
builders’ hardware just the same. 


The display room of the Chicago office of the Reading Hardware Co. contains a variety of door knobs, door plates and other 


articles of builders’ hardware 
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A doctor recently purchased a fine 
old home in our town and decided to 
build an up-to-date office along one 
whole side of the house, with a sep- 
arate entrance. 

We will pass up the nails and 
sheathing paper as a little aside from 
our subject but, when we get to the 
interior fittings, there were the 
hinges and lock sets for several 
doors, sash locks and lifts and 
weights for the windows, the surface 
butts and cupboard turns for the 
medicine cabinets, the cellar window 
hardware and so on into a consider- 
able amount of real, genuine builders’ 
hardware, before the job was fin- 
ished. 

How many common black mortice 
or rim locks with mineral knobs do 
you sell every month? 


Frequent Orders 


Perhaps you don’t know, but 
aren’t you somewhat surprised at the 
frequency with which these items 
continue to creep into your order 
book? 

How many times does some per- 
turbed householder come to you for 
a cylinder lock which he feels will 
give added security to his front door 
during the night or during the ab- 
sence of his family to the movies or 
from town in the summer during 
vacation time? Don’t you more or 
less occasionally sell or replace a pat- 
ent door closer for some public build- 
ing or office of some corporation in 
your town or city? Isn’t some in- 
dustrious soul building a chest or 
wardrobe every once in a while for 
which he wants a special lock for 
the purpose? Doesn’t some cautious 
mortal want a lock for a certain desk 


Philadelphia Retail 
Ass’n Elects Officers 


Re-election of officers featured the 
first 1922 meeting of the Philadelphia 
Retail Hardware Association held 
Jan. 19 at Greene’s Hotel, Philadel- 
phia, Pa. The officers re-elected were: 
Harry D. Kaiser, president; J G. Es- 
monde, vice-president; Robert Shep- 
pard, second vice-president; William 
Brown, third vice-president; Horace 
Goodwin, secretary; C. Richard Watson, 
treasurer. 

The report of the secretary re- 
viewed the work of the association 
since its organization. The associa- 
tion has increased its membership, Mr. 
Goodwin said, so that now it is the 
largest local association in the State 
of Pennsylvania. 

President Kaiser in his remarks 
made an allusion to committee work. 
He said: 

“It is hard to appoint good commit- 
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drawer whose contents he wishes se- 
cure unto himself? When he does, 
he usually comes to your hardware 


-store for this lock, too. 


Another chap is building a linen 
chest for his wife, and wants a pair 
of drop handles for the ends and a 
set of castors for the bottom of this 
chest. 

‘Mr, Antique Hunter is looking for 
a set of glass knobs and furniture 
gliders for that wonderful old chest 
of drawers he picked up at a country 
auction last week. 

That young couple down the street 
who bought the old Williams place 
are having a fireplace built and a 
little later will want a complete set 
of nickel trim, they tell us, for that 
bathroom they expect to remodel in 
white. 

Young Doc Filburn is going to re- 
build his garage to accommodate his 
second car; he tells us he wants to 
look into those garage door sets 
which swing out and hold the door 
open at any angle; he had seen them 
in the magazines, and he thinks he’s 
going to do some other repair work 
around his place at the same time. 


Colonial Hardware 


The growing popularity for the 
colonial type of house brings with it 
an increased demand for the trim 
which goes with this home. Many 
an old house changes hands and the 
new occupants want to restore cer- 
tain details of the olden times. A 
knocker appears on the front door, 
with an iron lantern at each side of 
the entrance; brass latches and door 
bolts open, close and secure the 
doors; glass knobs reach out to the 
hand from these doors, and reproduc- 
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tees but I have found it worth while 
to exercise the greatest care and take 
plenty of time in selecting men for 
committee work. The men so selected 
are vital to the upbuilding of the as- 
sociation and only those who are 
known to produce results and who have 
the power to introduce features that 
strengthen and maintain interest are 
selected for appointment.” 

Following the routine business of the 
evening, James M. Rose, representing 
HARDWARE AGE, addressed the associa- 
tion on the value of publicity. “You 
open the pages of HARDWARE AGB,” he 
said, “in search of messages from dis- 
tant points. These messages may con- 
vey ideas which you may apply to your 
particular line and convert into dollars 
or they point out a system superior to 
the one you are using, possibly a first 
class window display is revealed for 
you to adopt, or a question of policy 
is settled, and you start on a new and 
better path toward success. 
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tions of the old brass andirons stand 
out of an evening amid the glow of 
the logs in the huge fireplaces. 

Another householder wishes to in- 
troduce more of the atmosphere of 
the library into a living room and so 
he has built-in book cases construct- 
ed on two sides of the room. This 
requires its bit of builders’ hard- 
ware, 

A young chap bought a house 
down in the other end of the town; 
his family was large and the house 
was small. Adequate wardrobe space 
was lacking so he went to the hard- 
ware store and bought several pairs 
of brackets, suspended shelving over 
them and put plenty of clothes hooks 
beneath. All of this gave him a sub- 
stantial amateur wardrobe in his 
upper hall. 

Hooks and eyes are so insignificant 
in the individual sale that we are al- 
most tempted to pass them by, yet 
how many dozens of these humble 
workers perform some useful task 
each day? 


An Ever Active Line 


Honest, folks, I really believe that 
Bill of that supposedly mysterious 
and semi-defunct Builders’ Hardware 
family is really coming back to life 
again. For an _ honest-to-goodness 
corpse, he’s altogether too lively for 
us to think of putting him in the 
class of one-foot-in-the-grave moss- 
backed old-timers. He’s a-coming 
back strong, so when he’s doing his 
best to swing into an energetic and 
snappy 1922 stride, we surely will 
be pretty hard on the old chap if we 
fail to lend a helpful and enthusiastic 
hand to that hand that’s extended 
to us. 


“It is our aim to separate the gold 
from the dross and to give the trade 
all that is best in the matter of mer- 
chandising news. It is our desire to 
bring forth the good that is in Phila- 
delphia, for you have a message here 
which dealers located in other cities 
and towns are anxious to hear. In this 
city you have some of the largest 
manufacturing and jobbing concerns in 
the United States. In addition to this 
you have many substantial retail deal- 
ers and a number of hardware associa- 
tions.” Mr. Rose interjected several 
illustrations to bring out various points 
in his usual forceful and characteris- 
tic manner. Following the address, 
the association appointed Mr. Rose to 
take charge of its publicity work, and 
pledged unlimited support to his plans. 


Harvey Bronner, manufacturers’ 
agent, has moved from 143 Chambers 
Street, New York City, to 56 Murray 
Street, two blocks away. 
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The Application of Strategy to Business 


Modern Merchandising Calls for Strategic Direc- 
tion of All Departments and Systematic 
Planning in Advance of Sales Campaigns 


I have written one article on IN- 
TEGRITY. This was followed by 
one on ENERGY. The subject of 
this article is ABILITY. 

ABILITY means the thinking or in- 
tellectual side of business. A man of 
ability thinks straight and controls his 
actions by his head. A man of ability 
may be impulsive but he is a man of 
cool second thought and his impulses 
are checked by his intellect. A man of 
ability is a close student of “relativity” 
—in other words—the relative im- 
portance of one thing to another. A 
man of genius in business quickly sees 
the important thing to be done and does 
not allow any little side issue to inter- 
fere with his plans. From my observa- 
tion of men, they differ more in this re- 
spect than in any other. A man with 
a keen trained mind quickly sees the 
main road, while smaller minds easily 
get side tracked and waste their en- 
ergy running vp and down blind alleys. 

Is the building up of a standard 
business in the manufacturing or job- 
bing line worth while? By a standard 
business I mean a business that deals 
very largely in the necessities of life— 
a business that will not be seriously 
affected by changes in fashions. In 
this article I desire to show that the 
building up of such a business is of 
great value because, unless it is di- 
rectly wrecked by mad management or 
dishonesty, it will support families that 
control such a business from one gen- 
eration to another. I believe that the 
building up of such a business is the re- 
sult of personal sacrifice of many valu- 
able lives, and that the franchise of 
such a business should be valued ac- 
cordingly. When such a business is 
once created it is almost a crime when 
it is destroyed by carelessness and in- 
efficiency. 


The Ideal Organization. 


What is the ideal business organiza- 
tion? Most business men have very 
erroneous ideas on this subject. They 
seem to think that the ideal business is 
a very large one with a lot of system 
and red tape. As a matter of fact, the 
ideal business is one good man running 
his own shop and doing everything him- 
self. That is the ideal that the larg- 
est business organization tries to fol- 

System, efficiency and red tape 

are simply necessary evils in a large 
iness because it is large. I have 
dwelt on this subject at some length 
in one of my early articles. With one 
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good man doing everything in his own 
business, there is always concentration 
of effort and perfect harmony. There 
is no jealousy’ between the right hand 
and the left of the one man. All man- 
agers of large businesses, however, 














Saunders Norvell 


know from bitter experience that jeal- 
ousy between the various people in the 
organization, from the top clear down 
to the bottom, is one of the greatest 
handicaps in the development of the 
business. 

A well established business earning 
money is a franchise. What I mean by 
that is that if, for instance, in any city 
there are two well established, pros- 
perous hardware houses two houses 
hold a very valuable franchise in their 
territory. When a house is once es- 
tablished. on a firm foundation it is 
very difficult indeed to wreck the busi- 
ness. Recently a bank in New York 
telephoned me and asked what I 
thought about the credit of a certain 
western hardware jobber. I happened 
to know that this jobbing house was 
very well managed. I answered the 
banker by asking him this question— 
“Did you ever know a hardware job- 
bing house to fail?” Stop and think; 
in the last twenty-five years have any 
of the readers of HARDWARE AGE 


known a well established hardware 
jobbing business to either fail or go 
into the hands of a receiver? As I 
told my banker friend—you can’t kill 
a well managed hardware business with 
an axe! I have known managers of 
certain businesses who tried to kill 
them but it has simply been impos- 
sible. 


The Feudal System 


Have you ever thought how the cor- 
poration form ~-of business has helped 
steady and perpetuate established 
houses? The corporation form of con- 
trol naturally divides a business into 
its parts with a certain officer of the 
company in charge of each part. A 
very learned lawyer friend of mine in 
discussing modern corporations ad- 
vanced an idea that I have found very 
interesting to study out. 

This lawyer stated that in the 
Middle Ages practically all wealth was 
in land. The feudal system grew up 
upon the basis of land control. The 
serfs or villeins belonged to the land. 
Land was necessary for their exist- 
ence, and needing the land they were 
practically the slaves of the nobles 
who owned the property. In order to 
maintain their control the great landed 
nobility developed the system of pri- 
mogeniture. In other words, the old- 
est son inherjted the undivided estate. 
Of course the object of this system was 
to perpetuate the land in the family, 
and as we know the system worked 
well and for hundreds of years the 
landowners practically controlled 
everything. When the Government of 
the United States was founded, our 
early statesmen such as Thomas Jef- 
ferson realized the unfairness of this 
system, so they abolished the law of 
primogeniture and as a result with 
us the land and estates were divided 
among the variov; heirs equally upon 
the death of the :i1\al holder. 


The Mod-** «+ ystem 


In modern times i.~ ceased to be 
the great source of wezlth and the 
corporation was devised as a means to 
hold and manage many other forms of 
wealth. Well managed corporations 
with modern accounting and business 
methods stabilized wealth and passed 
it down from one generation to an- 
other, who held the control of the 
stock in these corporations. In other 
words, my good friend the eminent 
lawyer declares that to-day the corpo- 
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ration and corporation management 
has taken the place of the feudal sys- 
tem in the Middle Ages. Now with 
this hint, those who take pleasure in 
working out parallels may carry on 
this thought indefinitely. 

Have we to-day in our corporations 
a well defined, modern feudal system 
in which certain men control, manage 
and perpetuate great wealth just as 
the feudal barons did in the Middle 
Ages? One must have this thought to 
understand more fully why the State 
these days is levying and constantly in- 
creasing inheritance taxes and also 
very heavy surtaxes on large incomes. 
The idea is not only to provide revenue 
for the Government, but also to check 
the constant increase in wealth 
brought about by the corporation form 
of control and management. 


A Business Is a Franchise 


Now what has all this to do with 
my article? My point is just this—a 
well established business in any stand- 
ard line of merchandise is a franchise. 
It is not only a franchise, but with the 
corporate form of control it practically 
becomes a perpetual one. Under our 
present laws a minority stockholder in 
a corporation stands about as much 
chance as a younger son did in the 
good, old, feudal days. 

What I am driving at is that the re- 
wards that follow the building up of a 
profitable business under our present 
business system are very large and 
long continued. One man may build 
up a business simply working from day 
to day without much further thought 
than that he is providing a living for 
himself and his family. After a while 
as he grows older he desires to estab- 
lish his business on a basis so it will 
take care of him in his old age. Many 
of these men, founders of businesses 
that have grown to be very large and 
have lasted for many years, never re- 
alized just what they were doing. They 
did not know that their businesses with 
the development of the country would 
grow to enormous proportions, and 
that these businesses growing from 
small beginnings would give their de- 
scendants incomes compared with 
which the revenues of the feudal barons 
of the past would be insignificant. 

The moral to be drawn from this line 
of thought is that it is well worth 
while to go to great pains to develop 
a business. The wise manager of a 
business will constantly bear in mind 
that he is building for the future. 
Therefore he will spare no pains in see- 
ing that his business is established upon 
correct principles—that it is officered 
by the right kind of men and that un- 
usual care is devoted to the selection of 
department managers, foremen and 
and salesmen. As the results of suc- 
cess are so far-reaching, the ‘time 
spent in teaching and training the men 
in a business is very well used indeed. 


The Strategy of Management 


With these thoughts in our mind, 
let us consider the strategy of the man- 
agement of any business. The first 
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thing, of course, whether the business 
is large or small, is to positively know 
the facts about the business. These 
facts can only be obtained by good ac- 
counting. If I were suddenly put in 
charge of a new business the very first 
thought I would have in my mind would 
be the accounts of that business. Now 
by this I do not mean a lot of expert ef- 
ficiency work, but I do believe that the 
books of every business should be au- 
dited at regular intervals, and where 
the business is so located that it is 
convenient to have chartered public ac- 
countants check up the accounts, I 
would strongly recommend that this be 
done. Roger W. Babson of Babson’s 
Statistical Organization is now con- 
ducting classes for young men in busi- 
ness management, a one of his 
classes I understand is intended pri- 
marily for the benefit of young men who 
will inherit large corporate interests. 
It is impossible for any man to direct 
a modern business properly and effi- 
ciently unless he understands some- 
thing of modern accounting, and if the 
man in charge of a business does not 
understand accounting he should take 
lessons immediately. This is funda- 
mental. 

Business building has always appeared 
to me as being a very simple thing. 
Of course to build up a standard busi- 
ness takes time and work. I use the 
the word “standard” because I do not 
refer to that class of businesses that 
are sometimes built up overnight by 
tremendous advertising campaigns. It 
is always questionable whether such 
mushroom growths will prove to be 
lasting. 


The Importance of Good Service 


I was the president for ten years of 
one business where our gains in sales 
averaged about $1,000,000 per year for 
ten consecutive years. These sales 
were built up by concentrating on cer- 
tain simple plans. In the first place 
we decided not to seek any foreign 
business. We next decided to start in- 
creasing our business first in our home 
town, then in our home state and then 
as we developed we spread out into 
faraway states. In other words, we 
worked from the inside out. It may be 
interesting to the trade to know some of 
the plans we followed. The first thing 
we developed was good service. -We 
shipped goods very promptly. We did 
our level best to keep our stocks com- 
plete so we filled our orders with very 
few shortages. In the jobbing hard- 
ware business I am absolutely convinced 
that good service is of more impor- 
tance than cut prices. What I mean by 
this is that you can hold your custom- 
ers and increase your business more 
quickly by giving first-rate service 
than you can by having poor service 
backed up with cut prices. 

To give real good service means ex- 
ceedingly hard work on the part of 
the managers of the business. In giv- 
ing good service the first thing the 
head of a business must watch is his 
claim department. You must not study 
claims by hearsay. Have the letters 
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of complaint come to your own desk 
and study them day by day. These 
kicks or complaints will give you the 
best photograph of the service of your 
house that you can possibly get, 
Claims should be analyzed and tabu- 
lated and by doing this a finger wil} 
point to those weak spots in your or- 
ganization where the machinery is 
knocking. You can afford to pay a good 
salary to the manager of your claim 
department. 


The Accounting Department 


Referring again to accounting, I 
would say that it is my opinion that the 
accounting department of the business 
should be kept just as far as possible 
separate from the rest of the business. 
Accounting fundamentally is simply a 
system of charges and credits. All 
charges and credits should be passed to 
the accounting department in written 
form. For reasons that will appear 
obvious to all experienced business 
managers, the less personal contact 
there is between the rest of the house 
and the accounting department, the 
better. 

Let me illustrate what I mean by tell- 
ing of an experience I once had with a 
certain club. This club for years had 
lost about $10,000 per annum. Every 
year the members made up the deficit. 
The only explanation was that the club 
was losing money. Nobody seemed to 
go into the question of why the club 
was losing money. Finally the writer 
and an expert accountant were placed 
on the house committee. We decided 
to thoroughly investigate the affairs. 

The first thing we did was to 
take away the accotinting from the 
jurisdiction of the manager of the club. 
We made it a separate department un- 
der an efficient and honest accountant. 
We instructed the manager to pass all 
bookkeeping items through a window 
into the bookkeeping department, and 
we insisted upon having clearly defined 
vouchers for every charge and credit. 
The manager naturally did not like our 
plans. 

Then we established a _ store-room 
and put’ a man in charge of the 
store-room. In the store-room he kept 
a buying book. The manager was com- 
pelled to call for bids on almost every- 
thing the club bought, and he received 
quotations. These quotations were en- 
tered in the buying book and the low- 
est price was checked. If we did not 
buy our supplies from the concern that 
quoted us the lowest price the manager 
had to enter an explanation. All sup- 
plies were delivered to the store-room 
and the quantities and weights checked 
there. When supplies were needed by 
the club they were drawn out of the 
store-room on written orders. With 
this system it was a simple matter to 
check up the store-room. Then the 
club had a side door and it seems that 
all the employees came in and went out 
of this door. The side door was locked 
and the employees upon arrival and 
departure were required to pass in 
front of the office. A simple but ac- 

(Continued on page 154) 








NE of the most surprising 
Q things that we have learned 
during the past few weeks, as 
the result of calling on the hardware 
trade, is the profitable possibilities 
for the hardware merchant in foun- 
tain pens. But the most surprising 
fact about fountain pens is not that 
they are profitable, but that the ma- 
jority of merchants are not yet 
aware of it. 
To get down to concrete facts, the 
following figures which were fur- 
nished us by a prominent merchant 
who has had experience with foun- 
tain pens present a persuasive argu- 
ment for stocking them. 


A Good Assortment 


This man had long considered the 
advisability of stocking fountain 
pens, and finally decided to buy an 
assortment of six dozen which were 
offered at the following prices: 


18 only @ $2.50 6 only @ $2.75 

19 only @ $3.00 4 only @ $3.25 

2 only @ $3.50 1 only @ $3.75 

ll only @ $4.00 3 only @ $4.50 

6 only @ $5.00 1 only @ $5.50 
y 1 only @ $6.00. 


This assortment included plain and 
Mounted goods for men, women and 
children and also fifty-four clips. 
The entire assortment was bought at 
40 and 5 per cent off list, which 
totaled a first cost of $145.61. 

Now he added a selling expense of 
25 per cent of the first cost, thereby 
adding $36.40 to his cost price, which 
then totaled $182.01. The total re- 
tail value of the goods amounted to 
$254.75. 

The assortment was kept as nearly 
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Thirty-Four Per Cent 
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Fountain Pens 





That Is the Percentage One Merchant 
Earned from This Department— 
Some Interesting Figures 


on Stocking and Selling Pens 


cumplete as possible, and at the end 
of six months five dozen pens had 
been sold. They were about equally 
divided among the various qualities, 
and figuring on that basis, $213.96 
worth of pens had been sold out of 
the working capital of $182.01. 
They had thus earned $32, at the 
rate of 34 per cent a year. 

According to the merchant who 
furnished us this information, with 
the understanding that his name was 
not to be mentioned, most fountain 
pen manufacturers have a line of 
mechanical pencils, the sale of which 
exceeds fountain pens. A combined 
assortment of pens and pencils may 
be purchased, and qualify the dealer 
for an additional rebate of from 242 
to 12 per cent, based on the quanti- 
ties purchased. 

Show cases are sold by the manu- 
facturers at cost price based on 
quantity purchases. Free pens are 
often supplied at retail value so that 
when they are sold the case becomes 
the property of the dealer gratis. 

To interest store salesmen in the 
sale of pens some of the manufactur- 
ers present a $3 pen to each salesman 
when he has sold a total of fifteen 
pens of any style. The manufactur- 
ers are also apparently very liberal 
and energetic in supplying the dealer 
with all kinds of window display ma- 
terial, envelope enclosures, circulars, 
electros, and various other things 
that come under. the category of 
“dealer helps.” 

In the matter of exchange the deal- 
er seems to be given exceptional con- 
sideration. Unsaleable pens in good 
condition are exchangeable for others 
at any time the circumstances war- 
rant it, and no charge is made. 

Terms of payment, according to 
the dealer who supplied us with this 


information are remarkably liberal. 
The general terms, he says, are the 
usual 2 per cent discount for ten 
days or net for thirty days. Or they 
may be split in three monthly pay- 
ments, thirty, sixty and ninety days 
from date of invoice. 

Another feature -about this foun- 
tain pen business, especially for deal- 
ers situated at inconvenient distances 
from the manufacturers’ service and 
repair stations, is that repair kits 
may be obtained, containing extra 
parts and full instructions. The cost 
of these kits is about $6. With one 
of these kits it is possible for a dealer 
to repair a customer’s pen while he 
waits, thereby making it unnecessary 
to send the pen to a repair station. 

Although our friend does not re- 
pair damaged pens himself, being 
situated near one of the repair sta- 
tions, he says, there is a profit for 
the dealer even in sending pens out- 
side to be adjusted. The average 
profit on this repair work alone he 
estimates to be between ‘33-1/3 to 40 
per cent. 


A Profitable Line 


Basing a conclusion on this data, 
which we have every reason to be- 
lieve is accurate, it would seem that 
fountain pens and mechanical pencils 
constitute a line that is eminently 
profitable and advantageous for the 
hardware dealer to handle. The 
amount of space that a pen case takes 
up in the store, whether it be a floor 
case or a counter case, is such a small 
percentage of the total that it may 
reasonably be regarded as negligible. 
All surplus stock is carried in the 
body of the case. As a line it is 
therefore thoroughly econumical as 
far as space is concerned, and one 
that is equally easy to display and to 
sell, 
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Make House Cleaning Time Profitable 


Lighten the Burden of the Housewife by Displays 


February 2, 1922 


of House Cleaning Helps Which Will Bring 


New Customers to Your Store 


but house cleaning always puts 

in an appearance with the first 
soft breezes of spring. While the 
good housewife spends a portion of 
her working day “tidying up things,” 
she starts in to house clean, in dead 
earnest, about the middle of April or 
the first of May. At least one thing 
we are sure of and that is, the first 
warm breeze will cause her to re- 
mark, “It will soon be time to clean 
house, again!” Note she says, 
“again.” Most housewives seem to 
think the task of house cleaning 
never ends, and each time is more of 
a drudge than the time before. 


GS That hou come and seasons go 


Display House Cleaning Helps 


As the weather gets warm enough 
to wash the windows on the outside, 
and the grass green enough to beat 
the rugs on, you will find the house- 
wife taking an inventory of brooms, 
vacuum cleaners, brushes and the 
various articles she will need to do 
the job properly. Usually she makes 





a trip to the hardware store to sup- 
ply her needs. Here, then, is a 
chance to have ready for her all the 
helps and conveniences that a modern 
hardware store can offer. She would 
never realize how many different ar- 
ticles were desirable if she did not 
see them displayed. Without a 
doubt she intended to do the job with 
a new broom and an old carpet beater. 
But once she can see all of the things 
which will save her hours of labor 
and enable her to dispense with the 
house cleaning in short order, you 
will find her a good customer. Fur- 
thermore, she will soon acquire the 
habit of going to the hardware store 
to solve her housekeeping problems. 


Ideal Time to Sell Vacuum Cleaners 


This is probably one of the best 
seasons of the year to sell vacuum 
cleaners. They are needed more at 
this time, and substantial sales can 
be obtained from proper displays and 
demonstrations along with other 
house cleaning helps. Very attrac- 


tive windows can be made with 
vacuum cleaners. Many stores show 
a rug or strip of carpet, one-half of 
which has been cleaned. The dif- 
ference between the two halves is so 
marked that the cleaner is almost 
sold without a demonstration. The 
vacuum cleaner is placed on the 
cleaned portion of the rug or carpet, 
and a sign calls attention to the dif- 
ference in appearance after the 
cleaner has been used. Demonstra- 
tions in the store and the homes are 
exceedingly satisfactory from the 
sales standpoint. 


House Cleaning Helps in the Hardware 
Store 


The number of house cleaning 
helps which can be brought to the at- 
tention of the housewife are almost 
without number, and fortunately they 
make good display. Brooms, buckets, 
mops, sponges, brushes, dusters, car- 
pet beaters, furniture polish, oils 
and cleaning compounds can be used 
in the windows to good advantage. 




















F. M. Potter of Cleveland, Ohio, has made a determined drive at the purse of the spring house cleaner. Brooms and brushes 
are featured, and the concentrated effort was rewarded by the ensuing purchases 
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Here is another eye- 
catching display from 
the F. M. Potter store. 
Brooms, brushes, 
mops, pails, sponges, 
step ladders and clean- 
ing compounds are to 
be seen—in short, 
everything used during 
the period of spring 
housecleaning. The 
semi-circular arrange- 
ment of brooms in the 
background is unusual 
and serves to get the 
attention of the pass- 
ing housewife 








Many dealers place a table near the 
front of the store on which they dis- 
play these items, calling attention to 
them by means of placards or signs. 
Screen paint is a great seller at this 
time, together with varnishes, stains 
and floor oils. This merchandise 
should be included in all house clean- 
ing displays. House cleaning time is 
the hardware merchant’s opportunity 
to clean up. 


Windows Attract 


The pictures of displays shown 
here were business-getters for the 
F. M. Potter hardware store in 
Cleveland, Ohio. They furnish some 
splendid ideas on arrangement to the 
Teaders of HARDWARE AGE. The pic- 
ture with the semicircle of brooms 
48 a background is bound to attract 
attention even if nothing else was 
displayed in the window. A step- 
ladder with the buckets and mops 
gives a real touch, and the cleaning 
compounds, sponges and brushes com- 

a most satisfactory display. 
The other picture deals entirely with 
brooms and brushes. Many types 
and kinds of brushes are sold by the 

are dealer, and a window of 
this class of merchandise always 
reates considerable interest. The 
display at the back center of the win- 
dow offers so many suggestions to 


the passerby that sales are sure to 
result. 


Go After This Business 


Now is the time to go after this 
ess. This is the season when 


these articles are sold. The hard- 
ware merchant profits not by what 
he keeps but what he sells. There 
is a good margin of profit in the line 
and there is enough of it sold in any 
community for a live dealer to make 
a bid for more than his share of the 
business. Many merchants have lists 
of the housewives and send out an- 
nouncements as the various seasons 
approach, offering suggestions and 
telling them what can be had at that 
store. Most merchants have found 
it to their advantage to quote prices 
on the articles displayed. Live mer- 
chants use attractive advertising, 


Heard in New England 


Col. Henry Hale, Salem, Mass., for- 
merly in the retail hardware business 
in that city, has retired. 


Gilbert E. Manley, claim agent Bige- 
low & Dowse Hardware Co., Springfield, 
Mass., is confined in the Springfield 
Hospital with a fractured hip. His con- 
dition is reported as favorable. 


Arthur C. Lamson, president New 
England Hardware Dealers Associa- 
tion, has been re-elected vice-president 
of the People’s National Bank, Marl- 
boro, Mass. 


The G. C. Winter Hardware Co., 
Southbridge, Mass., plans to remodel 
and rebuild its store, located at the cor- 
ner of Hamilton and Main streets. 


The Joel M. Stearsh Hardware Co., 
Greenfield, Mass., recently was incor- 
porated under Massachusetts laws. 
Robert Ball is treasurer. 


both in their stores and through the 
local press, calling attention to the 
displays and sales on house cleaning 
helps. Many of them run “Specials” 
on certain days, so the housewife will 
come in for the advertised article, 
and it is a rare case when she can- 
not be interested in other things. 

There is no reason why the house- 
wife should not find all of the things 
she needs for spring house cleaning 
at your hardware store. If she does 
not, you can rest assured that some 
one has taken a bunch of your profits 
and made a decided dent in your fu- 
ture business. 


The Mackay & Newcomb Co., Federal 
and High streets, Boston, are tripling 
their floor space by taking two addi- 
tional stores adjacent. Improved shelv- 
ing and modern windows with attrac- 
tive lighting features will be installed. 


The Lambeth Rope Corporation, New 
Bedford, Mass., has leased a whole 
plant and 6000 sq. ft. of floor space in 
another plant at Providence, R. L., for 
manufacturing purposes. 


New England Ass’n Dinner 


The New England Iron and Hard- 
ware Association will hold its twenty- 
ninth annual banquet on Tuesday even- 
ing, Feb. 7, at the Hotel Somerset, Bos- 
ton. A reception will be held at 6 p. m. 
and dinner will be served at 6.30 o’clock, 
Frank W. Brigham, Bethlehem Steel 
Co., Boston, is chairman of the commit- 
tee of arrangements. 
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You can always improve the appearance of your bathroom by the addition of attractive fixtures. 
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Barker, Rose € Clinton, 


Elmira, N. Y., have put it up to the householder by means of the suggestions embodied in this display which was designed by 


H. Brewer 














Cleaning Up in the Wake of the Bath 


Bathroom Fixtures Form a Profitable, Clean and 
Easily Handled Line of Merchandise—Tying 
Up with Spring Building 


ANY a man who talks glibly 
M of the joys of childhood days 
never had a look-in at the 
genuine article. He passed his boy- 
hood days reading cloth-bound books, 
walking sedately along cement walks, 
wearing store clothes and patent- 
leather shoes. His knowledge of na- 
ture was imbibed from the city parks 
and the florist’s windows. It is an 
even bet that he never saw an old- 
fashioned swimming hole or robbed 
an orchard in his life. Most of his 
cherished childhood dreams cluster 
around Coney Island or Fifth Ave- 
nue. The only place he touched real 
boyhood was in his dreams. We all 
had ambitions to become conductors 
and policemen. 


Country Kid the Real Boy 


Such a man can work his memory 
overtime without being able to con- 
jure up a single thrill equal to what 
his country cousin can rejuvenate 
from a half minute’s thought on fish- 


By Liew S. SouLE 


ing. For real reminiscences of boy- 
hood give me the mam who first saw 
the light of day in some country vil- 
lage. The one who rolled out before 
sun-up on summer mornings, donned 
a calico shirt and hitched his over- 
alls in place with a single strap and 
a pair of buttons. One whose father 
believed in Colonel Roosevelt’s_doc- 
trine of large families. 

It makes me homesick just to think 
about it, because I was one of five 
healthy country boys who fished and 
fought in the forenoon and kept the 
town in a turmoil most of the after- 
noon. We thought that shoes and 
stockings were only made for Sun- 
day wear, and only the oldest brother 
realized that there was such a thing 
as new clothes. In those days the 
man who wore a derby hat was a 
dude, and the kid who waited for 
warm weather to go barefoot was a 
plain sissy. Clean—well, yes, as 
cleanliness goes among boys. Yet I 
know we carried around enough dirt 


to give Mother nervous prostration. 
When night came we stayed out until 
Mother called us by our full names; 
then we sneaked up the back stairs 
hoping against hope that Dad would 
forget to inspect us for unwashed 
feet. 


Saturday Night and the Wash Tub 


Many a night has father haled us 
forth from bed and sent us whimper- 
ing downstairs to wash those offend- 
ing feet. Many a morning we sat on 
cushions because we had failed to put 
over a half-job on the official in- 
spector. 

Saturday was a general clean-up 
day, when mother took a hand in the 
game and scoured our hides until 
they fairly shone. We didn’t know 
that there was such a thing as a bath 
tub, and to us running water meant 
brooks and the pump. We brought 
the old wooden tub from the cellar, 
filled it with lukewarm water from 
the reservoir, and placed it on the 
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kitchen floor in front of the old cook 
stove. Then we took our turn at 
scrubbing. Woe to the one who 
dared splash his brother with cold 
water. His punishment was a shingle 
well applied and a tender spot to 
carry with him to Sunday school next 
day. We scratched the stains from 
our sunburned backs with a coarse 
serubbing brush, and took our shower 
from the tin dipper or the water pail. 
About the only luxury we had was 
soap and towels. Then when it was 
all over Mother gave us the once over 
and put on the finishing touches. 
But I have wandered far from my 
subject. The boys who once soaked 
their bony frames in wooden tubs 
now complain when the water is too 
cold in their enameled bathrooms, 
and polish their backs with fox-hair 
brushes. However, we still have our 
troubles. Houses must be plumbed 


and bathroom accessories must be lo- 
cated and purchased. 


In the Wake of the Waterworks 


Not long ago a little Western town 
woke up one morning with metro- 
politan ideas, and put in a complete 
waterworks and sewerage system. It 
was strictly modern, and the town’s 
weekly bathers proceeded to utilize 
the new system with promptness and 
despatch. Even the old-timer who 
fought the idea from a taxpaying 
standpoint was Johnny-on-the-Spot 
when the licenses were issued. The 
man who failed to install a bathroom 
lost his social standing. He was like 
a motorist with a 1913 model. 

I had a friend in the town who had 
been raised on a porcelain diet and 
who had yearned for the soft water 
and sponges of former days. He was 
among the first to install a bath tub 
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in- his bungalow. It was no trouble 
to get the regulation plumbing put 
in. Then came the rub. There was 
not a bath brush, shower spray, 
soap tray, glass shelf, tooth brush- 
holder or bath seat to be found in the 
town. My friend took a ninety-mile 
trip to the city at the expense of $25 
or $30 to get the necessary equipment 
for his bath. He wrote me about it 
and closed by saying: “Why in the 
name of common sense don’t the 
hardware men carry this line?” 


Every Family a Prospect 


I echo his sentiments. Why in the 
name of common sense don’t the 
hardware men more generally carry 
bathroom fixtures? The stock is neat 
and clean, and has an irresistible at- 
traction for the average person. A 
man’s home may be seemingly com- 
plete, but the owner simply cannot 
resist the glitter of a glass shelf or 
the helpful suggestion of a nickeled 
soap tray that hangs suspended from 
the rim of a tub. Every man or 
woman with a home is a prospective 
customer that can easily be turned 
into a real one. The items are ideal 
for use in the show window or wall 
case. They require very little sales- 
manship as they practically sell them- 
selves. There is no closed season, 
and Saturday night no longer holds 
a monopoly on baths. The line is 
comparatively inexpensive, and it 
brightens up a common stock of hard- 
ware as hand.polish does a brass rail. 
It may be a new venture for you, but 
it is past the experimental stage. 
Hundreds of “good hardware men 
have hit the bathroom trail ahead of 
you and are now saying: “Come on 
in, the water’s fine.” 

With the promised building boom 
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of spring, bathroom fixtures are go- 
ing to be a more active line than they 
have been for many seasons past. 
The new home, of course, must have 
a bathroom, and the new bathroom 
cannot be complete without fixtures. 
There is no reason why the hard- 
ware man cannot sell these fixtures 
as well asthe builders’ hardware. In 
a sense they are finishing hardware 
and the good salesman will try to 
sell them on every new job as he does 
lock sets, butts and hinges, cupboard 
turns and other hardware. 

The Gross Hardware & Supply Co., 
Milwaukee, Wis., has found this busi- 
ness so important that one of the 
most valuable spots in the store is 
given to it. At the left of the main 
entrance all the space back of a large 
display window is given over to a 
showing of bathroom fixtures. The 
three cases of white goods are indeed 
inviting. 

Watch the, Building Permits 


The prospects are that a great deal 
of repair work will be done in homes 
this spring. This will swell the lists 
of prospects for bathroom supplies 
and accessories. The alert hardware 
man will watch the building permits 
in his community and by letter, or 
personally, will get in touch with 
every property owner who expects to 
build or repair, and one of the things 
he will sell on almost every job will 
be bathroom fixtures. 

After all, it isn’t so much the sys- 
tem of handling as it is the stocking 
of the line. Someone is gleaning 
profits from the bathrooms of your 
town. Is it you? If not, you are 
overlooking an opportunity for in- 
creased trade and decidedly increased 








the 
thought conveyed by 
of the 
Hardware ¢€ 


Cleanliness is 


this window 
Gross 
Supply Co., Milwau- 
Wis. Towel 
racks, tooth brush 
and glass holders, 
bottles and mirrors 


kee, 


are all in white 


enamel. Surely you 
could find something 
for your 


here 


bathroom 
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Increasing the Turnover in Housefurnishings 














Orange, N. J. 


hardware proper noun that 

covers a wide range of com- 
mon things. Housefurnishings may 
mean certain restricted lines of mer- 
chandise to a New England dealer 
and an entirely different variety of 
goods to the Pacific coast merchant, 
although certain staple articles of 
household use will be found in every 
hardware store in the country. 

Ways and means of increasing 
turnover in the housefurnishings de- 
partment has always been, and prob- 
ably always will be, a problem to tax 
the ingenuity and resources of sales- 
men and window designers. 

Robert E. Nicholas, president and 
treasurer of the Nicholas Hardware 
Co., 121-125 Marion Street, Oak 
Park, IIl., is able to speak on this 
subject from the point of view of one 
who has had a long and varied ex- 
perience merchandising housefurn- 
ishings, or houseware, as he prefers 
to term it. 


The Logical Distributing Point 


“In our judgment,” writes Mr. 
Nicholas, speaking for the Nicholas 
Hardware Co., “a live hardware store 
in any up-to-date community is the 
logical distributing point for home 
appliances, one of the reasons being 
that more people naturally go into 
a hardware store than into an ex- 
clusive electrical shop, and; further- 
more, there are kindred lines in the 


ot haters. penn es is a 


Here’s a section of the housefurnishings department of John N. Lindsley’s, Inc., 
If an article is used about the home, you'll find it here 


hardware store in which the house- 
wife is interested and which in turn 
create interest in other appliances. 
We also believe that the average 
hardware store is better equipped 
to handle housefurnishings than any 
specialty shop. 


Window Demonstrations 


“As to the most desirable way of 
handling the line, we do not know 
that we have anything new to offer. 
Perhaps, however, the most impor- 
tant thing is actual window demon- 
stration in the way of using ma- 


The Hardware Store 
Is the Logical Point 
of Distribution for 

Household. Articles— 

The Value of Window 


Demonstrations 


chines, ironers, vacuum cleaners, ete, 
People will stop to see a live demon- 
stration where they would pass by 
the article without such a demonstra- 
tion. 

“Next, we believe in honest rep- 
resentation of the merits of the 
goods, without over-selling. In other 
words, public confidence is often lost 
by an endeavor on the part of the 
salesman to represent an appliance 
as being capable of doing more than 
it is built to do. Our experience has 
been—in a high-grade community 
such as we have here—that a great 
deal of our business has been done 
on the basis of confidence on the pert 
of our customers. They believe we 
were representing fairly and intelli- 
gently the merits of the goods sold; 
that we also fully back them up with 
service, and that we make honest 
comparisons of the goods which we 
sell with other makes which might 
be suggested by customers, without 
discrediting the other manufacturer 
or his goods. 


Personal Calls 


“We believe, also, that all pros- 
pects should be followed up by per- 














Space and plenty of it is the slogan of the Central Hardware Co., Alexandria, La., 


and space is needed in displaying household goods of the. breakable variety such 
as we see here 
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Display men frequently use dummy figures in displays, but it took Ray H. Poore of the People’s Hardware Co., Gary, Ind., to 
make the figures talk. This is something truly unusual in the art of window display 


sonal letters, or a personal call, and 
an endeavor made to create an oppor- 
tunity to demonstrate the appliance 
in the home of the prospective pur- 
chaser. 

“It might be interesting to know 
that our experience in handling, 
what we consider a large output in 
appliances, is that we have removed 
not over 2 per cent of the articles 
sent out. In other words, the goods 
are sold before delivery is made in 
almost every case. Our experience 
also has been that, because people 
have been satisfied in the purchase, 
our loss has been exceedingly small 
on collections. We have not had to 
remove for non-payment 2 per cent 
of all appliances sold, and have not 
had one-half of 1 per cent direct loss 
on appliances. 

“We have advertised extensively 
in what we consider the world’s 
greatest local paper, and have also, 
two or three times a year, mailed out 
high-grade folders to a good mailing 
list, and have found both of these 
methods very satisfactory. 


Quick Turnover on Appliances 


“Frankly, it is our opinion that 
the average hardware man would 
make more money on appliances than 
on many other things handled, if he 
has the room to display, because, un- 
questionably, the turnover is quicker 
and, if properly sold, collections are 
sure,” 

There you have the practical ex- 
perience of the merchant. The other 
factor in merchandising, the window 
designer, has sent us a photograph 
and a description of one of the win- 
dow displays shown with this article. 


An Interesting Display 


The display is that of a kitchen. 
completely furnished even to the 
young couple conversing in it. It 


was arranged by Ray H. Poore of 
the People’s Hardware Co., Gary, 
Ind. Look at the photograph and 
then read his description of it. 

“Background — beaverboard (7 
pieces 7 x 4 ft.) top painted gray, 
lower half white enamel tile, the 
woodwork done in tan, sign done in 
black, white and red, floor in two 
shades of tan. The cards in fore- 
ground were pen-and-ink sketches. 
The three figures were sawed out of 
beaverboard and hand painted. 

“The cartoon talk,” as Ray Poore 
calls it, was accomplished in the fol- 
lowing manner: “First bend the 
No. 14 galvanized wire to shape. 
Over this stretch white veiling and 
roll the edges over the wire with 
library paste. On this veil the let- 
ters are stuck, thus making a trans- 
parent sign. Notice the pictures on 
the wall and also the circulars on the 
floor. 

Added Features 

“During this display Mrs. Hass- 

man demonstrated baking, and used 


the cards on the rack in the back- 
ground of the window. The result 
was that we sold all our stoves and 
many other articles that were on dis- 
play in the window. The window 
was trimmed with articles to make 
up an ideal kitchen. Just outside 
of the window in the background 
apple blossoms added their attrac- 
tiveness. An electric fan was set on 
a showcase inside the store to repre- 
sent a breeze blowing in through the 
open window, and also to provide a 
circulation of air during the demon- 
stration.” 


Housefurnishings Moves Quickly 


It would be superfluous to add 
anything to the concise and practical 
statements that these men have made 
regarding ways and means of in- 
creasing turnover in housefurnish- 
ings. Housefurnishings and house- 
hold supplies df all kinds lend them- 
selves favorably to display and quick 
sales wherever and whenever they 
are given the attention they deserve. 





Hardware Manufacturers Pass Resolutions 


The executive committee of the 
American Hardware Manufacturers 
Association passed a resolution at a 
meeting held January 18 in New York 
City indorsing the census of manufac- 
turing industries of the United States 
and recommending the full co-opera- 
tion of the association members. The 
resolution adopted was as follows: 

“RESOLVED, that the American Hard- 
ware Manufacturers Association rec- 
ognizes the importance of the census 
of manufacturing industries of the 
United States, required to be taken by 
the Act of Congress approved March 
8, 1919, and recommends that full co- 
operation be extended to the Director 
of the Census in this important work, 


and that the information required be 
furnished promptly and accurately.” 

This resolution was passed in re- 
sponse to a request from the Director 
of the Bureau of the Census. This bu- 
reau, under the leadership of Secretary 
Hoover, and with the co-operation of 
leading manufacturers, is making an 
attempt to compile census statistics 
that will be of practical value to busi- 
ness men, instead of merely academic 
interest. The results they can obtain, 
it is said, will depend upon the meas- 
ure of support which they receive 
from manufacturers in supplying ac- 
curate replies to their questions. 

Charles M. Power, chairman of the 
executive committee, presided at the 
meeting. 
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PEAKING in a reminiscent mood one day, 
S John D. Rockefeller told a group of friends 

what had first impelled him to enter the 
business career which afterward became so suc- 
cessful. He said that he had worked in a store 
all summer and received fifty dollars for his ser- 
vices. A merchant suggested to him that he lend 
the money at interest, which he did. At the end 
of six months he received back the fifty dollars, 
together with several dollars in interest that it 
had earned. “I looked at that interest with 
mixed feelings,” said Mr. Rockefeller. “I knew 
how hard I had worked to earn the principal, but 
here was money that rightfully belonged to me, 
but that I had not to work for. From that mo- 
ment I determined that, in addition to working 
for money, I would make money work for me.” 

* * * 


“Hitch your wagon to a star” is good theory, 
but not always good business. Show me the man 
who yearns to joy ride on the milky way, when 
speedways on solid ground are available, and I’ll 
show you a man who needs a fond father to 
finance his comet stunts. 

* * * 

It’s good form to sport a theory, but business 

demands No. 10 shoes and cement walks. 
* * * 

A book account is at best but a reference rec- 

ord of merchandise that has gone out without 


leaving a deposit. 
% * * 


Good credit is like a good name. It is some- 
thing you cannot afford to talk about, to doubt or 
to suspect unless you want to impair its worth 


to its owner. 
* * * 


Many a man unwittingly steps on his own toes 

and then kicks because his corns hurt. 
* * * 

There is a mental hookworm that eats at the 
roots of character, business and manhood. It is 
the question mark. Hesitation, quibbling, tem- 
porizing—these vicious larve of the question 
mark forever gnaw at the flower of human effort 
and achievement. 

* %* * 

If a man’s thought is logical, his life will be 
logical. If his mind is a weathervane, whirled 
by vagrant questions, his life will veer with 
every passing current. 

* * * 

On every purchase the consumer pays for three 
things: The cost of raw materials, the cost of 
manufacture and the cost of selling. Advertis- 
ing is a selling force and the cheapest selling 
force on earth. 

* * * 

It isn’t what you know about an article, but 
what the buying public knows about it, that 
makes selling easy. 


The Friendly Road 


Association always has some effect. The finest 
man that I ever knew got chummy with the 
biggest liar I ever knew and in less than a year 
I heard the biggest lie I ever heard from the 
finest man. 

* * * 

There are none so blind as those who see but 
pretend they do not. 

* * * 

Much discussion lately about the open shop 
and the closed shop. You will never get into 
trouble if you open the shop in the morning and 
stay until it is closed at night. 

* x * 

Consistency, thou art not only a jewel but yet 

to be discovered. 
* * * 

Loyalty, that’s the word. Be loyal to your em- 
ployer every hour of the day by being loyal to 
yourself and by maintaining your self respect. 
Loyalty never meant kowtowing and bumping 
foreheads on the floor, but it does mean living 
up to what the boss thinks or expects of you. 
You can find out how much he thinks of you by 
examining the contents of your pay envelope. 

* * * 


Never be afraid of your own opinion. The 
majority is usually wrong. 

* * * 

Someone once told me never to throw out dirty 
water until I had obtained clean water, meaning 
never to give up one job until I had secured a 
better one. Not bad advice, provided you can 
follow it. 

* * * 

Prosperity has never been founded upon 
trickery. Success does not follow double deal- 
ing. You have but one master to serve and that 
,is yourself. Serve him well and you will serve 
all the others with whom you work well. 

* * * 

Superstition, racial prejudice, religious bigotry 
and stubbornness are responsible for 90 per cent 
of the world’s woes. Delete them from your 
rules for thinking and substitute reasoning, 
tolerance, forgiveness and vision. 

= * * * 

Now is the time for all good men to come to 

the aid of their better selves and make this year 


the banner year of business. 
* * * 


Little acts of courtesy and correct table man-— 


ners often are the distinguishing marks between 
a gentleman and a clown. No matter what your 
age, it is better to be a gentleman than to be 
repulsive to those about you. 
* * * 
A good many people think that they think, but 
snap judgment often masquerades as deliber- 


- ation. 
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There’s Beauty and Utility in Silverware 





This silverware dis- 
play of I. W. Linder 
é Son, Bardstown, 
Ky. is a triumph 
of good taste 
and artistic ar- 
rangement 














Here’s a Practical and Profitable 
Line Which Will Increase in 
Popularity with the Approach 
of the Spring Season 
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one definite mission to fulfill 
reason for 
The sale of drugs and 
medicines and the compounding of 
prescriptions constituted practically 


‘ EARS ago the drug store had 


and one great 
existence. 


its entire stock in trade. The drug- 
gist was a chemist pure and simple 
and as such he ministered, at the 
direction of the doctor, to the ills of 
suffering humanity. 

Gone, however, are the old days. 
No longer does the corner drug store 
depend upon the ailments of man- 
kind for its revenue. Soaps, toilet 
preparations and accessories, cigars, 
candy, stationery, ice cream and a 
variety of other things are sold by 
the one time chemist. In New York 
there are certain drug stores where 
One may even procure theater tickets. 

As with the druggist, so it is with 
the hardware store. As time has 
passed the hardware merchant has 
increased the number of lines car- 
ried until one may now obtain an 
infinite number of different items 
from the same establishment. 


Silverware in Demand 


One of the most recent lines to be 
added to the stock of the hardware 
store is plated silverware. Originally 


carried by a few firms in the nature 
of an experiment, it has demon- 
strated its worth and may now be 
classified as a line that really “be- 
longs.” It has succeeded in making 
a place for itself and is now too 
firmly entrenched to be dislodged. 
Gift Possibilities 


The gift possibilities of silver- 
ware are many and varied, and inas- 
much as it is always in good taste 
there is little difficultly to be en- 
countered in making a sale. Meat 
platters are always in demand. They 
are good to look upon and are free 
from the danger of breakage when 
the knife of the carver happens to 
slip. Vegetable dishes are items 
that are particularly popular as gifts 
at the present time. One of the most 
convenient gifts we know of is a 
covered vegetable dish which may be 
transformed into two uncovered 
dishes by turning back the handle 
at the top. 

Chests of plated flatware are now 
enjoying a greater vogue than ever 
before. Originally it was thought 
to be the thing to have only sterling 
silver flatware. This was well and 
good, but one must have more than 
average means to equip one’s table 


completely with sterling. Then, too, 
there has always been a tendency in 
making gifts of sterling silver to 
give a dozen or half a dozen spoons, 
a like number of knives and forks, 
or several tablespoons. The result 
of this was that after several gifts 
of this kind had been received that 
the recipient’s table was a fearful 
and wonderful thing to _ behold. 
Spoons of one pattern were found 
alongside of knives of a totally dif- 
ferent design. No two items matched 
and the effect was one of general 
confusion. 
Uniformity of Pattern 

Plated ware, however, is well with- 
in reach of the moderate purse and 
may be given in such quantity that 
the above-mentioned confusion may 
be entirely eliminated. The plated 
ware of to-day is neat, exceedingly 
durable and may be had in a variety 
of designs which harmonize entire- 
ly with every principle of good taste. 

Taking it all in all, silverware is 
something much to be desired in the 
home. If it is sought in the home 
it stands to reason that someone 
must supply the need. Why not let 
that someone be the hardware mer- 
chant? 
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At the right is the 
front of Foster Stevens 
é€ Co., Grand Rapids, 
Mich. The windows 
permit the goods to be 
seen from two sides, 
while the _ island-like 
case has even greater 
display possibilities 
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i. ss = One of the most attractive business buildings of Galesburg, 
SS —. Ss Lk TS : : ’ : ’ 
x Fe I MO wy Til . is the establishment of the Churchill Hardware Co., 
which is seen at the left. The firm occupies the entire 


building and has made the most of its display possibilities. 











Below we sce the well-known store of Burke &€ Wright, 
located at Waukegan, Ill. 








The extensive frontage of the Smith Hardware Co 
of the National Hardware Stores, Inc., Oswego, 
N. Y., carries possibilities for display which have 
been fully recognized and utilized by the firm, as one 
may see by the picture in the lower left hand corner 
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Two Pages of Worth 


Showing the Way in Which 
Merchant Is Improving the 
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The entrance to the 
Joseph L. Guernsey 
Hardware Co., Or- 
lando, Fla., permits 
the passerby to 
view the merchan- 
dise displayed from 
all sides 

















At the right is the store of Babcock, Hinds & Underwood, Bing- 

hamton, N. Y. The display windows have been carried through 

three floors with decidedly effective results. The lower picture 

shows the same principle as applied in the new store of the 

Central Hardware Co., Alexandria, La. And in the lower right 

hand corner is the prepossessing entrance of the John B. Varick 
Co., Manchester, N. H. 
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While Store Fronts 


the Present Day Hardware 
Appearance of His Store - 
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Everything within reach is the 


of Ludlow & Squier, 


motto 
Newark, N. J., and 


a casual inspection of this illustration 


proves the fact 
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The glassware department 
& Hurlbut, Seattle, Wash., appeals 
us. Don’t you like it too? 
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Effective Examples of 


Some Hardware Store Interic 


as Models of Efficiency, Ney 
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The interior of the store of Arthur C. 

Lamson, Marlboro, Mass., is typically 

modern in every detail, Congestion is 

practically eliminated in this well- 

arranged establishment. Plenty of space 
—that’s the idea 
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Above we see a section of the tool and 
paint departments of Ludlow & Squier 
At the left is an unusual method of 
featuring lawn mowers adopted by the 
Stambaugh - Thompson Co., Youngs- 
town, Ohio. The white fence and trellis 
give an unusual and pleasing effect to 
this display 
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terior Arrangement 


May Be Justly Regarded 
and General Appearance 
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= The Churchill Hardware Co., Galesburg, 

= o 

= Ill., has succeeded in effectively displaying 

=, a large assortment of articles in a limited 
space 
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It would be an exceedingly difficult matter 

to surpass the interior of the Central 

Hardware Co., Alexandria, La., in point 

of neatness or efficient arrangement. The 

casual observer of this illustration would 

imagine himself to be gazing at the in- 
terior of a jewelry store 
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Here’s the electrical goods and house- 

furnishings department of the Smith- 

Winchester Co., Jackson, Mich And in 

our opinion it’s a mighty good looking 
department 
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The above illustration shows @ well 
arranged display of mill hardware 
m the store of .Ludlow & Squier 
4t the right we see the cheerful 
interior of the Jos. L. Guernsey 
Hardware Co., Orlando, Fla. Tools 
are at the left, sporting goods and 
housefurnishings at the right, while 
Cutlery occupies the immediate fore- 
ground 
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Up-to-Date Luggage for the Hardware Store 


Trunks, Bags and Suit Cases Are Always in 


February 2, 1929 


Demand and Hold Possibilities for Profits 
Which Are Worth Investigating 


nessed a motion picture of the 
comic variety which impressed 
itself upon us in several ways. The 
picture was one of 
the Johnny Hines 
comedies, and 
showed the worthy 
Johnny leadinga 
procession of immi- 
grants through the 
streets of New York. 
The one thing that 
interested us par- 
ticularly was the 
various types of 
luggage carried by 
the embryonic 
Americans. Hand- 
kerchief_ bun- 
dles, paper parcels, 
tin trunks, bags and 
suit cases antedat- 
ing the Revolution 
were in evidence. 
Styles change 
continually in 
clothes, furni- 
ture and other 
things, but it can be 
safely said that in 
no field have they 
changed more com- 
pletely than in the 
field of luggage. It 
was not so long ago 
that the tin-covered 
trunk was a common 
sign in the baggage 
room of any railroad 
station. When that atrocity went 
out of date the old fashioned trunk 
with a domed lid came in. The 
writer remembers these distinctly, 
and he has not yet reached a posi- 
tion in life where he can safely be 
called aged. Nowadays we have the 
wardrobe trunk which can carry 
suits of clothes safely and without 
wrinkling. The carpet bag and the 
old Gladstone have been supplanted 
by the English kit bag. Bags, suit 
cases and trunks are no longer eye- 
sores, and they are no longer flimsy 
in construction. The modern article 
is possessed of graceful lines and is 
built to stand up under rough usage. 
Here is a line that is particularly 
adaptable to the hardware store, es- 


G ‘essed « weeks ago we wit- 


The W. 





pecially to the store supplying a 
community of moderate size. Every- 
one travels more or less. Gone are 
days when a man slipped an extra 








J. Pettee store, Oklahoma City, Okla., carries an attractive line of 
modern luggage, as may be seen by this illustration 


ready-made tie in his inside pocket, 
and concealed a couple of pair of 
reversible cuffs in his wallet when he 
left home to spend a week end. 
Neatness is imperative in these days, 
and when one leaves home for a 
short trip one must be supplied 
with the necessary articles in order 
to keep up an appearance. These 
cannot be carried in a paper parcel, 
but must be contained in a bag, suit 
case or trunk as the case may be. 

As long as people will move from 
place to place, so long will people 
use the various articles of luggage 
necessary to their travels. 

The accompanying illustration 
shows a window display of the W. J. 
Pettee store, Oklahoma City, Okla. 


It shows what can be done in the 
way of displaying luggage attrac. 
tively in a limited space. You will 
note that every article shown js 
strictly up-to-date in 
point of construc- 
tion. The massed 
grouping is decid- 
edly effective and is 
sure to impress the 
passerby. Nothing 
need be said in fa- 
vor of the articles 
shown, for they 
speak for then- 
selves. 

Spring is coming 
and after that will 
come Summer, Va- 
cations will be in 
order. Motoring 
will increase in pop- 
ularity as the days 
grow longer. Boat 
and railroad travel 
will increase. The 
tourist, the vacation- 
ist, the traveling 
man and the person 
on pleasure bent 
will need something 
in which to carry 
his or her clothes 
while en route. Here 
is a field of profit 
which opens itself to 
the hardware mer- 
chant and which can 
be made decidedly 
worth while. The 
question is will he recognize the pos- 
sibilities of trunks, suit cases and 
bags. He should for the reason that 
there is a demand for this type of 
merchandise, and for the additional 
reason that it is profitable. And 
after all is said and done, what more 
can a merchant ask than that an 
article be sought after and finan- 
cially worth while to carry in his 
stock? 

Investigate the luggage possibil- 
ities of the town in which your store 
is located, and convince yourself of 
the fact that this line will prove prof 
itable to you. Then when you have 
decided to carry luggage go ahead 
and advertise it. The customers wil 


come. 
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Getting Ready for the Accessory Business 


Motoring Season Will Soon Be Here and the 
Merchant Who Sells Accessories Should 


Begin to Prepare for Big Business 


the greatest auto touring season 
of the year. Aceording to the 
calendar Spring officially starts in 
six weeks, but the tourist knows 
little or nothing about the calendar 
as far as using his car is concerned. 
Keep the roads clear and passable 
and you will find thousands of cars 
ancient and modern, large and small, 
whizzing along the popular high- 
ways. 
Get Ready for Spring 
The man who ran his car all win- 
ter necessarily subjected it to an ex- 
cessive amount of strain. His car 
will need some degree of overhauling. 
He will need new tires and tubes. 
His skid chains are probably not as 
good as they used to be; his radiator 


G ‘tne greatest, is without question 


will need a good dose of cleaning 
compound, and as for his cylinders 
you can bank on everyone of them 
being choked up on carbon. They 
will need scraping or at least a treat- 
ment of carbon remover. Perhaps 
while driving in a storm he broke his 
windshield, or a headlight lens. The 
bulbs need replacements and he may 
even need a new battery. If his car 
is to be overhauled he will want new 
piston rings, new valves, maybe new 
pistons, several gaskets, a new sup- 
ply of lubricating oil and some spring 
and chassis grease. He is sure to 
have broken or lost a few grease and 
oil cups, and he probably has a strip 
of wire where fuses should be. 

He may need a new set of plugs 
and will surely require two or three. 


If he is doing the overhauling job 
himself he will need a full assortment 
of wrenches, valve lifters, valve 
grinding equipment and compound, a 
good Stillson wrench and numerous 
other items depending on his present 
supply of tools. 

With the coming of Spring it is 
every motorist’s ambition to have the 
best looking and most up-to-date car 
on the road. This means that the 
enterprising hardware merchant will 
sell plenty of electric warning sig- 
nals, windshield cleaners, car dusters, 
auto body polish,. fire extinguishers, 
temperature devices for the radiator, 
ornaments to go on the radiator cap, 
side wings for the windshield, spot- 
lights, rear light danger signals and 
many explosion and exhaust whistles. 














Here’s a booth occupied by the Lyford Hardware-Sporting Goods Co., Torrington, Conn., at an auto show. This firm doesn’t 


wait for accessory customers, it goes after them 





The motorist may drive all year 
’round or may only use his car in the 
warm weather. Whichever is his 
pleasure he is more receptive toward 
a genuine merchandising appeal as 
Spring approaches than at any other 
time. And the reason is very obvi- 
ous. With Spring comes better 
roads, foliage breaking out into 
green, and a feeling of cheerfulness 
which does not take dollars and cents 
into consideration. 

There is a natural tendency to buy 
in the Springtime and the acces- 
sories that were not bought for the 
car during the past six months will 
oe wanted now. It is up to hardware 
merchants to be ready for these de- 
mands. 

For about two months more, how- 
ever, it will not be any too warm 
driving and so the merchant must re- 
member that it is a little too early to 
put away the supply of lap robes. 
These will be needed for night riding 
right up until May and maybe after 
that time. 

Skid chains are just as necessary 
in the Spring and Summer as in the 
Winter—perhaps more so as on a 
rainy or foggy day pavements are 
as slippery as an ice skating pond. 

There should be a big market in 
the Spring for wiring assemblies, 
new terminal leads and extra and re- 
placement switches. Remember that 
when you sell a parking light that 
sufficient wire and a néat looking 
switch should be sold at the same 
time. It might even be a good plan 
to make up parking lights sets at a 
given price. There will be a big call 
for parking lights as there will be 
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more night driving and more neces- 
sity for parking cars outside of 
theatres, stores and homes. 

In the car owner’s enthusiasm for 
fixing up his car in the Spring don’t 
let him forget or neglect his garage, 
the home of his car. Get talking to 
him about it, find out what type it 
is and awake in him a pride to have 
it looking at its best as a fit home 
for his car. 


Remember the Garage 


Every man who has his own 
garage should be interested in a fair- 
ly large size barrel for his lubrication 
oil supply, a wire waste basket for 
old rags and discarded plugs, etc., 
2 or 8 quart size spouted cans, 
and a 5-gallon can of kerosene oil 
necessary for cleaning parts. Get 
him to keep a car creeper of his own. 
The merits of this article are very 
obvious and are easy to explain and 
demonstrate. Tell him that he 
should have an adequate work bench 
and sell him a vise for it, several 
thumb screws, and a complete outfit 
of useful tools. 

The car that has been idle all Win- 
ter may need a new battery. At any 
rate the owner of that car will need 
a hydrometer syringe for testing and 
will want a bottle of distilied water 
and maybe some acid if he does his 
own charging. For the man with 
more than one car (and there are 
plenty of them) there is a chance to 
sell battery recharging equipment, 
on the strength of the convenience 
and economy of such a device estab- 
lished in his own garage. This will 
surely appeal to any factory, truck- 
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ing company, or store that operates 
a fleet of trucks. 

And in among the Spring goods 
for the car it will be well to give 
proper attention to cold patches, 
small portable vulcaniziny outfits, 
hand cleaning compounds and new 
running board mats. The car rup 
all season may also need new floor 
covering or a new inside rug, or per- 
haps complete new running boards, 

Luggage carriers will also be 
wanted for Spring picnic parties as 
well as for the Summer vacation 
trips. Rear view mirrors, tire 
pumps hand operated and those that 
connect with engine will be good 
Spring lines. So will foot pedals to 
work as auxiliary throttles known as 
accelerators. — 

But, Mr. Hardware Merchant, in 
spite of the fact that the motorists 
need all these items and many more 
they may not think of your store 
first. This part of the trick is entire- 
ly up to you. You must keep your 
accessory department up to scratch 
and must keep the motorists in your 
town informed of that fact. 

Your windows on _ accessories 
should be carefully planned to carry 
out the idea of sprucing up the car 
for the Spring. Advertise in the 
papers and tell the public that you 
are ready and able to give service in 
arranging for the motor necessities 
needed. Keep your department look- 
ing attractive and push the line and 
the Spring will be a profitable season 
for you. Someone is going to sell 
the car owners all of these things and 
it should be the hardware merchant. 
It will be, if he goes after it. 














The Nicholas Hardware Co., Oak Park, IU., has made a determined bid for the patronage of the cold weather motorist if one 


oan regard this display as an indication of their intentions 
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Instruction Aids in 
Vacuum Cleaner Sales 


A Careful Explanation Eliminates 
the Need of Future Servicing 
for Cleaners and Other 
Electrical Apparatus 


By FRANK B. RAE, JR. 


sential to every merchant’s per- 

manent success. The best way 
to keep a customer contented with a 
piece of merchandise is to sell it 
thoroughly in the beginning. In 
order to sell thoroughly, those who 
handle electrical household appli- 
ances must be capable instructors as 
well as convincing salesmen. 

A customer is naturally more in- 
terested in what an appliance will 
do than in how the doing is accom- 
plished. Very few buyers are apt 
pupils. Yet unless the desired result 
is obtained by the customer after an 
appliance is purchased, you have not 
completed the selling job. The old 
adage, “If a thing is worth doing at 
all, it is worth doing well,” is espe- 
cially adaptable to the sale of elec- 
trical appliances, for satisfaction de- 
pends wholly upon the satisfactory 
operation of the article and no matter 
how good the device may be it is 
valueless unless it works. 


Instruction Saves Profits 


Thorough and patient instruction 
at the time of sale also eliminates un- 
hecessary and expensive servicing 
later on—a profit-drain that few 
dealers realize should be charged to 
insufficient instruction. Hardware 
merchants can well emulate the mu- 
sical instrument salesman who sells 
the finished result—not merely the 
instrument. His customer is inter- 
ested primarily in the music the in- 
strument produces and in order to 
become proficient in its use, must 
take extended lessons from an expert 
instructor. With electrical appli- 
ances, of course, little instruction is 
Tequired, but that little must be very 
thorough in order that the customer 
May obtain satisfactory results from 
the purchase of every appliance. 

Many dealers say that they do not 
have the time to master the mechan- 
intricacies of the average elec- 
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trical appliance. They 
do not need to. But 
they can and must un- 
derstand enough about 
it to explain the neces- 
sity of oiling, to warn 
customers against the 
damage caused by over- 
loading, and that a 
certain amount of care 
is essential to the 
proper functioning. 
The extra time required 
for such instruction is 
well spent and profita- 
ble. 

















Take, for instance, 

an electric cleaner. 
Every dealer knows that without 
oil the motor shaft and bearings 
will grind upon each other, caus- 
ing great friction, that the metal 
will become overheated, wear badly 
and that the final result is a “frozen” 
bearing and perhaps a burned out 
motor. But do your customers know 
these facts when they buy the clean- 
er? If you explain to them that oil 
provides a thin coating or film suffi- 
cient to separate the whirling shaft 
from its bearings, and that, when 
properly oiled, each bearing literally 
swims in this film of oil, don’t you 
think your service department would 
be less of an expense? 

And when you sell an electric 
washer, do you take the necessary 
time to explain the danger from 
overloading? As the majority of 
washer complaints can be traced to 
this cause, it would appear that many 
dealers are overlooking a funda- 
mental and necessary instruction at 
the time of sale. If the housewife 
knew that the average washer load 
should not be over twelve pounds, she 
would soon learn to weigh her wash 
before putting the clothes in the 
tank. She would know that her 
washer could not thoroughly cleanse 
a heavier load, just as she would 





know that the fuse would be blown 
out if she tried to do a hurried job 
by “bunching” the clothes in the 
wringer. A few minutes more time 
devoted to each sale in explaining 
such points as these will save the 
dealer many a trip by his service 
man, ’ 


An Interesting Illustration 


The general manager of a company 
which makes a well known electric 
cleaner, cites an intertsting case of 
lack of knowledge regarding the uses 
of a cleaner owned by a member of 
the board of directors of the com- 
pany—a man most vitally interested 
in the successful performance of this 
appliance. An improved model about 
to be placed on the market, was being 
discussed, and by way of emphasizing 
his point, the general manager dem- 
onstrated with a model of the cleaner 
that was in his office. When he was 
finished, the director said, “Frank, 
I’ve learned more about our machine 
by watching and listening to you, 
than I ever knew before, though I’ve 
been with this company five years. 
My wife has a Blank at home but 
I’m sure she never knew half the 
things you’ve just shown me. Please 
send somebody to give her lessons.” 











The incident is not exceptional— 
in fact, a majority of women who 
own cleaners do not know how to use 
them except in the most elementary 
way. 


Explanations Save Trouble 


Probably many dealers take for 
granted that their customers already 
know these facts until later on a 
complaint comes in that an electric 
iron is turning black from overheat- 
ing or that a percolator refuses to 
“perk.” It is surprising how many 
housewives will let a percolator “boil 
dry” with the current full on and use 
the lightest “sewing machine oil” for 
‘washer gears that need heavy grease, 
or for lubricating an electric cleaner 
‘motor that makes 10,000 revolutions 
per minute! Undoubtedly the dem- 
onstrator told her to oil the appli- 
ances regularly but he did not ex- 
plain that an oil heavier than that 
used for sewing machines was essen- 


Seaver Heads Harbison-Walker 
Sales 


' Kenneth Seaver, who has been iden- 
tified with the Harbison-Walker Re- 
fractories Co., of Pittsburgh, for about 
nineteen years, for several years as as- 
sistant general manager of sales, has 
been made general manager of sales, 
succeeding Judd J. Brooks, Jr., who has 
been promoted to the position--of as- 
sistant to the president. Mr. Seaver 
was graduated from the Massachusetts 
Institute of Technology with the title 
of civil engineer, and before going with 
the Harbison-Walker Co. was with the 
Pennsylvania and Baltimore & Ohio 
railroads, and also the American Bridge 
Co., for a time. 


Devoe & Raynolds Hold 
Convention in New York 


Devoe & Raynolds Co., Inc., held a 
convention of department and branch 
managers in New York City on Jan- 
uary 3rd, for the purpose of consider- 
ing all phases of the business to be 
developed during the year 1922. 

On Wednesday and Thursday, Jan- 
uary 4 and 5, there was a meeting of 
the entire sales organization of the 
company, representing every district of 
the United States. The sales and 
advertising campaigns which are more 
comprehensive than ever used by this 
company in the past were thoroughly 
discussed. On Thursday evening, Jan- 
uary 5, a banquet was given at the 
Drug and Chemical Club, and Friday, 
January 6, the entire organization was 
taken through the varnish factory, 
brush factory and the paint factory. 

This convention which was presided 
over by President W. H. Phillips, was 
the most enthusiastic meeting ever held 
by this organization. The plans for 
1922 were thoroughly outlined and 
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tial to their long and useful life. 
The dealer who takes nothing for 
granted in explaining the operation 
and care of electrical appliances and 
anticipates the cause of complaints, 
will add much to his ability as a 
painstaking salesman and subtract 
much from his service expense. He 
will also create good will, of which 
no dealer can have too much. 


The Unheard Complaints 


Another point for the merchant to 
remember is the fact that in many 
cases where an appliance is not used 
correctly and hence is unsatisfactory, 
the complaint never gets back to him. 
While, in some cases, the difficulty 
may be slight, it is often sufficient to 
kill a new sale. One woman had a 
washer that was “noisy,” chiefly due 
to improper lubrication. Her neigh- 
bor, unknown to her, was on a still 
hunt for washer facts before mak- 
ing her own selection of a machine. 





everything prepared to aid in the de- 
velopment and the handling of an 
increased volume of business. 


Death of Samuel Fife Wilson 
in Philadelphia 

Samuel Fife Wilson, a retired hard- 
ware merchant and manufacturer, died 
Jan. 23 at the home of his nephew, 
William K. Wilson, 430 Upsal Street, 
Germantown, Pa. Mr. Wilson, who 
was in his eighty-fourth year, retired 
in 1917 from an active business career 
of sixty years. He was born near Lon- 
donderry, Ireland, and came to Phila- 
delphia when he was twelve years old. 
After graduating from Central High 
School, in 1856, he entered the employ 
of Edward Mullins, an importer of hard- 
ware, and subsequently became con- 
nected with the firm of Shields & Bro. 
He was admitted to the firm in 1874, 
and four years later, with John R. Grif- 
fith, became an owner of the business. 
In 1892 they purchased the Germantown 
Tool Works, now known as the Griffith 
Tool Works. a 


Bridgeport Brass Personnel 
Announced 


Effective January 1, 1922, the execu- 
tive staff of the Bridgeport Brass Co., 
Bridgeport, Conn., consists of the fol- 
lowing personnel: F. J. Kingsbury, 
chairman of the board; Carl F. Dietz, 
president and general manager; W. R. 
Webster, vice-president; F. J. Kings- 
bury, treasurer; R. I. Neithercut, sec- 
retary; W. D. Blatz, general sales 
manager; W. R. Clark, general works 
manager; Arthur Brewer, works man- 
ager of mill products division, and E. 
G,. Oakley, works manager, fabricating 
division. 
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“Oh, yes,” said the owner of “thirs- 
ty” washer, “it washes all right, but 
I like Mrs. Smith’s better—it doesn’t 
make a bit of noise.” And of course, 
her neighbor did not buy the noisy 
make of washer. Had this customer 
been fully instructed by the man 
making the sale, on the necessity of 
proper lubrication he undoubtedly 
would have made another sale. Ag 
it was he not only lost that sale but 
he has a semi-dissatisfied customer 
who will undoubtedly go elsewhere 
to make her next purchase of an 
electrical home appliance. 

The additional time required by 
the merchant to fully instruct each 
customer in the use and care of any 
electrical appliance, will bear hand- 
some dividends in the future. His 
sales will be increased through con- 
tented customers and his profits will 
increase through saving effected in 
his service department. 


Hays Indianapolis Manager for 
Westinghouse 


T. H. Hays has been appointed man- 
ager of the Indianapolis, Ind., office of 
the Westinghouse Electric & Mfg. Co., 
of Pittsburgh. Until further notice, 
A. E. Hitchner, assistant to the man- 
ager, Industrial Department, in general 
charge of the mining and electro-chem- 
ical industries, will have general charge 
of the sections, formerly handled by ° 
W. H. Patterson, who recently resigned 
as assistant to the manager of the In- 
dustrial Department, to accept the po- 
sition of vice-president of the Kastner 
& Hecht Co., Chicago, elevator manu- 
facturers, who handle Westinghouse di- 
rect transmission elevator equipment 
in the Middle West. 


Permanent Display for 
Hampden Toy Co. 


The Hampden Toy Co., Westfield, 
Mass., has made arrangements with 
The Strobel & Wilken Co., 61 West 
Twenty-third Street, New York City 
for a permanent display of its entire 
lines, and as a result the Hampden Toy 
Co. will not exhibit at the New York 
Toy Fair which opens Feb. 6. Vis- 
itors to the toy fair have been invited 
to inspect the exhibit at the Strobel & 
Wilken Co. offices. 


Mills Leaves Naylor & Co. 


George C. Mills, for about seventeen 
years connected with Naylor & Co., of 
New York, most of that time manager 
of its Pittsburgh office, has resigned, 
and is now connected with the newly 
formed firm of Lippincott-Mills & Co. 
Inc., of New York and Cleveland, in 
the capacity of resident manager of the 
Pittsburgh office, with offices in the 
Union Arcade in that city. 
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EDITORIAL COMMENT 


InpicEs OF Business AcTIVITY 


HERE has been a rapid increase of late 

in the available amount of statistical 

| matter relating to the volume and char- 

acter of commercial activity. There are 

the various classes of statistics that long have 

been in use, there are the presentations made in 

recent years by the Federal Reserve Board, and 

there are the ambitiously conceived compilations 

of the Department of Commerce as recently 
organized by Secretary Hoover. 

Those who wish to study business in detail 
can be at no loss for material. The price move- 
ments of practically all important commodities 
are known, and in most cases the production 
also. When it comes to generalizing, however, 
the course is not so clear, nor can it be expected 
to be clear. What is called “business” has ex- 
tremely intricate ramifications, and the statistics 
cannot be less complicated than the movements 
of which they are the numerical picture. 

It is a habit of many men to take some par- 
ticular movement and follow it as being typical 
of “business” in general. Bank clearings make 
a favorite reference, as do the monthly blast 
furnace reports of The Iron Age and the unfilled 
tonnage of the United States Steel Corporation. 
Railroad earnings used to be a favorite, but 
unfortunately they disappeared. 

Only a slight reference to the statistics of 1921 
is sufficient to show the necessity for general- 
izing, if one wishes to obtain an idea as to how 
business stands, and to show at the same time 
the extreme difficulty of generalizing from the 
particulars. Three citations may be made of 
statistics which, off-hand, one might think ought 
to be typical of business in general. Debits to 
individual accounts at banks, freight ton-mileage 
on the railroads and the production of steel 
ingots. 


Comparing 1920 and 1921, and taking 1920 as 
100, the year 1921 stands between 80 and 85 in 
bank debits, at 75 in freight ton-mileage, on the 
basis of the first nine months of each year, while 
steel ingot production is about 48. 

Here is certainly no coherence. Allowing for 
the decreases in commodity prices, salaries and 
wages, the bank debits indicate that the volume 
of business, in commodities transferred and ser- 
vice rendered, increased from 1920 to 1921. 
Allowing some weight to the claims that high 
freight rates have not. interfered greatly with 
the movement of valuable commodities, but have 
handicapped seriously the movement of heavy 
and cheap materials, the freight movement on 
the railroads, in point of value, can hardly have 
decreased much. The production of steel, on 
the other hand, dropped off by more than one- 
half in tonnage, while the value decreased much 
more. 

Other divergences would be shown if we 
should take into the reckoning such matters as 
coal production, retail storé trade, building per- 
mits, unemployment, post office receipts and the 
like. In conversation men often refer to “the 
state of general business,” but it becomes evident 
that there is no such thing as “general business.” 
Some lines of business appear to have been very 
poor in 1921 as compared with 1920, but the idea 
that may have been prevalent at one time that 
practically all business was “‘good”’ in 1920 is not 
tenable. Each line of business has a case of its 
own. There are relationships, but frequently 
they are far from close. There is no easy path 
to a conclusion as to the state of trade in general. 
One must study the trade movements in detail, 
and with particular reference to the individual 
problem which he wishes to solve. 
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Making the Handling of Oils Profitable 
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Neatness and Systematic Arrangement of Equip- 
ment Will Increase Revenues of This De- 
partment—Window Display Suggestions 


NHE handling of paint oils and 
lubricating oils has unfortu- 
nately been considered by 

some hardware dealers as a neces- 
sary evil. They have carried small 
amounts in stock, perhaps in the 
original shipping containers, with 
a spigot as a draw-off. The chief 
reason for their presence at all has 
been to meet existing demands of 
the customer. 

The growth of the automobile in- 
dustry; the increase in building op- 
erations, and the progress made by 
the clean-up, paint-up movement 
has increased the possible market 
for these products many-fold. Few 
hardware dealers, however, have 
recognized the. opportunities for 
sales by establishing a well-organ- 
ized department, placed on a profit- 
making basis. 

In this article I shall point out 
the different items which determine 
whether or not an oil department 
will yield a substantial profit. Be- 
fore I discuss this angle of the busi- 
ness, however, I want to explain 


By I. E. NEWMAN 
8S. F. Bowser & Co., Inc., Fort Wayne, Ind. 


a successful method which has been 
followed for bringing additional oil 
and paint business into the store. 
Of course, it goes without saying 
that the dealer must be prepared 
to handle the increasing business, 
and I shall explain that feature 
later in the article. 


Varying Conditions 


Different methods must be used 
for promoting the sale of paints, 
paint oils, etc., during the winter 
and summer months, and local con- 
ditions have much to do with the 
appeal to the public. Usually the 
sale of these commodities is rather 
quiet in the winter. In order to 
stimulate this department of my 
business, I would arrange a large 
window display on interior house 
decorations, such as beds, chairs, 
tables, woodwork, etc., carrying the 
automatic suggestion that the ap- 
pearance of all of these articles 
could be improved by the use of 
paint. You will be surprised by 
the spontaneous response and the 

















1—Storing oil in barrels is out of keeping with cleanly, modern methods, Incidentally, 
it is dangerous because of the fire hazard 





increased sales of that department. 

For the spring and summer 
months I would make a big drive, 
calling attention to house painting, 
refinishing of porch furniture, au- 
tomobiles, fences, lawn swings, ga- 
rages, etc. First of aH, I'd set 
apart ample space for window dis- 
plays. I’d hunt the handy man of 
the town and have him make cheap- 
ly but neatly constructed models of 
a house, garage, barn, lawn swing, 
chair, table, etc. And I’d have him 
make two of each. Then I’d buy two 
toy automobiles and proceed to 
make the window display tell its 
own story. One set of models I'd 
paint in attractive, harmonious 
colors until they glistened; the 
other set I’d make look as tumble- 
down and shabby as possible, giv- . 
ing each a coat of poorly applied 
paint of some dull, uninteresting 
color, and scraping part of it away © 
with a knife. 

To make the comparison I'd ar- 
range these two sets of models in 
my window with appropriately let- 
tered cards. These would call at- 
tention to the difference in appear- 
ance, and would tell how a coat of 
paint had inexpensively worked the 
transformation. One thing is sure, 
my window would attract attention 
and each on-looker would auto- 
matically think of the various ar- 
ticles about his home which could 
be similarly transformed. 


Extensive Advertising 


In order to realize the best re 
sults, my window display would be 
advertised in the papers, not neces- 
sarily confining it to the immedi- 
ate locality, but covering a terri- 
tory in which I could reasonably 
expect the people to occasionally 
visit my town. The appeal of my 
advertising would depend upon the 
community. 

The aggressive merchant will 
find most paint manufacturers not 
only willing but anxious to co-oper- 
ate in such a campaign and the ex- 
tent of their assistance may have 4 
direct bearing on its details. You 
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2—This system is better, but leaves room for improvement. Faucets have dripped, 
funnels have overflowed and oil is everywhere 


will have little difficulty in getting 
special prices on several different 
kinds of paint put up in small con- 
tainers. You can put these out at 
a remarkably low price. This fea- 
ture should be brought to the at- 
tention of the people through the 
_ advertising with the suggestion 
that the reader try a small sample 
of the paint. In order to help him 
spread it, you can make him a pres- 
ent of a good brush. The distribu- 
tion can be taken care of satisfac- 
torily by requiring the reader to 
¢lip a coupon from the ad and 
bring it to the store with him. The 
Names secured in this way will con- 
stitute a good mailing list for paint 
and oi] literature, as well as other 
hardware products and will be a 
basis for future efforts. 


Use Window Cards 


The window should contain a 
card calling the attention of the ob- 
Server to the newspaper advertis- 
ing and to the opportunity of se- 
curing the paint samples and 
brushes. These are only suggestive 
Methods, but they are tried and 
true, and have been found to pro- 
. duee remarkable, results. There 
are, of course, other methods just as 
good, but these have been given as 
typical examples of what the dealer 
fan do to bring people into his 
store. His is a merchandising 
problem—that of getting people to 
step inside and get acquainted. 

€ you get them coming the bat- 
tle is half won, and there is the 
| portunity of reaping handsome 


profits. But in order to do so it 
must not be forgotten that the 
foundation of continued success is 
good merchandise and service. 

The direct profits of the paint, 
oil and lubricating oil department 
depend upon: 

1. Quality of the oil sold. 

2. Volume of trade (quantity 
handled). 

8. Class of trade (type of buy- 
ers). 

4. Dealers buying in quantities. 

5. Checking receipts. 
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6. Eliminating waste of time and 
oils. 

7. Accurate measurements. 

8. Treatment of customers. 

9. Effect cleanliness and tidiness 
have on customers. 

The indirect profits of an efficient 
oil department are: 

1. Saving of floor space. 

2. Increasing sale of other goods. 

3. Elimination of fire risk. 

4. Advertising feature of having 
goods out where they can be seen. 

5. Effect cleanliness and tidiness 
have on employees. 


Making Oils Profitable 


These conditions can be met in a 
satisfactory manner, and the oil 
department transformed* from a 
cost basis or a losing basis, into 
one of the best paying departments 
of the business. In order to secure 
these results the methods must be 
carefully analyzed. No hardware 
dealer would think of buying goods 
and actually placing them on the 
shelves without making sure that 
he received all that the invoice 
covered. Neither would he place 
these goods on his shelves in such 
a manner that it would be impos- 
sible to tell at a glance the approxi- 
mate quantity on hand. Besides, 
they would be neatly arranged on 
the shelves and kept clean at all 
times. 

But are your paints, paint oils 
and lubricating oils handled in this 
manner? Are your barrels emp- 
tied without delay? Do you have 
an accurate check on deliveries? 
Are the quantities of each kind on 

















3—Modern equipment will put the oil department on a profitable basis. Clearliness 
means cconomy in oils 
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4—Here is an up-to-date battery of oil pumps connected with storage tanks in the basement. 
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The condition of the floor 


testifies to the cleanliness and efficiency of this method 


hand available at a glance? Do 
you keep a perpetual record of all 
oils sold, making it possible to tell 
where you stand in your oil de- 
partment? Are these oils stored 
in such a manner that they are 
clean when they are delivered to 
your customers? Are cotton waste 
and rags lying around your barrel 
storage, thereby increasing the 
danger of fire? Does your oil room 
have a clean, orderly appearance? 

Figs. 1 and 2 are actual photo- 
graphs of conditions as found in 


5—An example of good arrangement in the oil department. 


many hardware stores to-day. All 
of these features are of extreme im- 
portance to you. They determine 
whether or not this department of 
your business yields a profit and 
serves the community in which you 
live. 
Storage Methods Analyzed 

Let us analyze the common bar- 
rel storage methods. The leaky 
condition of these barrels not only 
results in unknown loss to the 
dealer, but makes it difficult for 
him to buy any of his oils in quan- 


Waste is prevented by 


pans which return the overflow to the tanks 


tities large enough to give him the 
rock bottom price. It is therefore 
necessary that these be purchased 
in small quantities, and even then 
as they are used for storage units, — 
the oils, due to their penetrating 
qualities, are absorbed by the 
staves. Again, it-is impossible ® 
drain all the oil from these barrels 
by the faucet method. 

These are all direct losses to the 
dealer, which, unfortunately, in 
most cases, are not recognized by 
him. Granting them all, and they 
cannot be disputed, there is a hu- 
man element to contend with in 
selling these oils. The barrels may 
be ever so systematically arranged, 
each fitted with a faucet, or the oils 
may be transferred to ordinary tin 
tanks, fitted with faucets or jigger 
pumps, yet these conditions are but 
the beginning of even greater 
losses. Measures are over-run, oil 
is slopped over the floor and fau 
cets drip unnoticed until considet- 
able oil has oozed away. This not 
only constitutes a direct financial 
loss, but is an ever present fire 
menace. Cotton waste and rags af 
used to wipe up some of the oi 
which is spilled, and these mi 
with dirt, dust, etc., are worse es 
a thief in the night. The combine 
tion is a constant source of wory 
due to the tendency towards spoi 
taneous combustion and a fire i 
likely to break out at any time. 


“Fire, like the devil, goes creep — 
in’ about, 
When nobody’s lookin’ to put 
"im out.” 
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-ft is a source of great satisfac- 
n to know that all of these con- 
ons can be changed. The oil 

epartment can be made as busi- 

_ peaslike a department as any other 

our store. 


Oil Handling Equipment 


s. 38; 4, 5 and 6 are actual 
tographs of oil handling equip- 
which has transformed that 
artment of the business into one 
‘substantial profits. You will see 
that these oils can all be handled in 
peat clean tanks, arranged in bat- 
tety form and placed as handily as 
any other kind of merchandise. 
s of sufficient size are provided 
to enable the purchase of these oils 
in large enough quantities to secure 
the best price and if the merchan- 
dising floor space is needed for 
ther products, they can be placed 
in an out of the way corner of the 
basement, as is illustrated in Fig. 
'6 An accurate self-measuring 
pump is connected to each of these 
tanks and the battery of pumps is 
located in the most accessible place 
on the merchandising floor. 

Fig. 4 shows a typical hardware 
store with a number of pumps ar- 
ranged conveniently and connected 
to tanks in the basement. 


Automatic Saving 


Big. 5 is a splendid illustration 
of what can be done profitably in 
setting apart a paint, paint oil and 
lubricating oil department in any 
_ hardware establishment. Here the 
paint shelving is arranged around 





6—The tanks containing the oils, shown herewith, are located in the cellar and are 
connected to pumps on the main floor 


the battery of pumps, and in this 
manner that class of business is 
confined to one section of the store. 
You will note the pans underneath 
the discharge of each pump. These 
pans are connected to the tanks in 
the basement and automatically re- 
turn to the tanks every drop of oil 
which is spilled. Each tank is 
fitted with a gage, making it possi- 
ble to check the quantities received. 

Notice Fig. 7, reproducing an ac- 
tual photograph of such an installa- 
tion. The oils in these tanks were 


™—Tanks such as these reduce the fire hazard to a marked degree, In this case the 
store has burned, but the oils have not caught fire 


protected’from the searing flames 
and refused to add their contents 
to the fire. It’s a great satisfac- 
tion to be safe. 

These pumps are fitted with re- 
cording meters which accurately 
record every drop of liquid dis- 
charged. In other words, they are 
the automatic bookkeepers of the 
business, and give a_ perpetual 
record of sales. 

A department such as is shown 
in Fig. 5 invites a customer to come 
back. The oils given him are clean, 
and his wants are taken care of 
quickly. This conserves the time of 
the salesmen and makes it possible 
for them to serve more customers. 
The psychological effect on them is 
favorable, because they take an in- 
terest in keeping every nook and 
corner of the store clean and in- 
viting. 

A department such as this, or- 
ganized to meet the needs, will make 
it possible in connection with win- 
dow displays, newspaper and direct 
mail advertising to build up profits 
in oil as great as any others in the 
hardware business. 


Davenport Issues Catalog 


A new catalog has been issued by the 
Davenport Ladder Co., Davenport, Ia. 
It is so written that it can be mailed 
to both dealer and user. 

All past styles which are to be con- 
tinued, are shown, as well as additions 
made to the line during the past year. 
Another feature of the catalog is the 
pen drawings which show the use of 
the various types of ladders. 
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Get Your Tires Ready for the Motorist 


Many Automobiles Throughout the Country Are in 
Need of Tires and the Hardware Merchants 
Are in a Position to Profit by This Fact 


HE growth of auto accessory 
sales in the hardware stores 
throughout the country has 
paralleled the ever increasing use of 
the automobile itself. Ten years ago 
motor cars were plentiful enough, 
but the latest auto census revealed 
figures undreamed of a decade ago. 
Cars need accessories and most of 


‘all they need tires. The tire is near- 


ly as important as the engine, and 
without these essential air cushions 
the engine itself would be racked to 
pieces within a comparatively short 
period of time. Tires are essentia! 
to the comfort of motorists on pleas- 
ure bent, and they also serve to guar: 
antee the arrival of breakable articles 
whi have been shipped by motor 
truck. 

For the last two years the auto- 
motive industry has felt the effect 
of the depressing period from which 
this country is now emerging. Tires 
in particular were the first to feel 


the knocks of hard times. Every- 
where one could see automobiles 
passing upon old ragged tires which 
appeared to be making their last trip. 
A great number of cars were un- 
equipped with spares and carried an 
empty carrier at the rear or side. 
Such were the conditions of a few 
months ago. 

Times have changed, however, and 
the motorist is awakening to the 
necessity of equipping his car with 
new cords or fabrics as the case may 
be. The empty tire carriers are 
empty no longer. Prices have been 
reduced, the public is well aware of 
the fact and has once more begun to 
purchase. 

Now is the time for the wide- 
awake hardware merchant to avai! 
himself of the opportunity of pre- 
paring for the coming of the motor- 
ing season. The owners of pleasure 
cars will soon be looking things over, 
and in a great majority of instances 





it’s a safe bet that they will find that 
they are in need of tires. Where 
will they buy them? Will they go 
to a garage, to a tire dealer or will 
they visit you in your hardware 
store? That depends entirely upon 
yourself. If you handle tires you 
will in all probability be the one who 
will corral the trade. The hardware 
store has a reputation for reliability 
in every community; it has its own 
circle of customers and they will 
spend their money there in prefer- 
ence to any other place. 

If you don’t carry tires it would 
be well for you to investigate their 
sales possibilities. If you do carry 
them, get up on your toes and hustle 
from now on. Warm weather will 
be here before many more weeks and 
when it comes the autos will appear 
upon the roads; tires will be worn 
out; more tires will be purchased, 
Act promptly and they will probably 
be purchased from you. 














Five automobile tires, a piece of velvet, some sprays of foliage. two pennants, w few booklets and a display card were |! 
articles used in the making of this dignified and artistic display. 
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Soldier Bonus Measure Again Storm Center 
Sales Tax May Yet Be Enacted—House Leaders 





Plan Adjournment by May 30 — Manufac- 


turers to Discuss American Valuation Plan 


WASHINGTON, Jan. 30, 1922. 


HE specter of the soldiers’ bonus 
which has been worrying Con- 
gress and the business commu- 
nity for many months suddenly took on 
firm flesh during the past week, and 
tow has a strangle hold on the House 
and Senate leaders. 
_ With Congress and the President 
fully committed to an adjusted com- 
Pensation measure, based chiefly on 
ash payments, it is difficult to see how 
‘this legislation can be beaten, notwith- 
Standing the fact that Secretary of the 
sury Mellon, in a frank, straight- 
from-the-shoulder letter to Chairman 
Pordney and McCumber, has made it as 
flear as daylight that the country can 
afford no such questionable philan- 
thropy which can only be carried out 
again loading upon the taxpayers 
burdens as heavy, or perhaps heavier, 
than. those of which they were relieved 
8@ short sixty days ago by the pro- 
Visions of the Internal Revenue Re- 
‘vision Law. 


A Forcible Presentation 


_ It would be difficult to put the case 
More simply or more forcibly than Sec- 
Tetary Mellon puts it in the following 
extract from his letter to Messrs. Ford- 
Rey and McCumber: 

~ “On the most conservative estimates, 
“@ cost of a soldiers’ bonus in the first 
Wo years would probably be not less 
than $850,000,000. This would necessi- 
ate additional tax levies to a corre- 
Sponding amount during the same per- 





By W. L. CROUNSE 


iod. The taxes already in force are too 
onerous for the country’s good, and are 
having an unfortunate effect on busi- 
ness and industry. The field of taxa- 
tion, moreover, has already been so thor- 
oughly covered owing to the extraor- 
dinary revenue needs growing out of 
the war, that it is exceedingly difficult 
to discover new taxes that could prop- 
erly be levied to yield as much as $850,- 
000,000 within two years. 

“In these circumstances, should Con- 
gress determine to adopt the policy of 
paying a soldiers’ bonus, it would be- 
come necessary to impose general taxes 
on broad classes of articles or trans- 
actions in order to pay it. For such 


_ taxes in their wide nature of applica- 


tion, much might be said as substitutes 
for existing taxes, but the Treasury 
would hesitate to recommend them as 
additional taxes except to meet some 
extraordinary purpose. 


Must Provide Additional Taxation 


“Whatever additional taxes might be 
levied, provision for them would have 
to be made in the same bill with the 
bonus. The budget system is now firm- 
ly established, and the budget already 
submitted has pointed out the relation 
between receipts and expenditures for 
this year and next year. If the Con- 
gress decides to authorize large expen- 
ditures outside of the budget, it is fun- 
damental that it should make simulta- 
neous provision for the additional taxes 
necessary to meet them. 

“Tt is also well to keep in mind that 





no direct means of financing the bonus 
could make it any less an expense that 
will have to be borne in the long run by 
the taxpayer. Thus, it would be futile 
as well as unwise to attempt to provide 
for the bonus through the use of the 
principal or interest of the foreign ob- 
ligations held by the United States or 
through the sale of any such obliga- 
tions to the public. For the most part, 
the foreign obligations are still in the 
form of demand obligations, and it is 
impossible in the present state of in- 
ternational finance and in advance of 
funding arrangements to estimate what 
may be collected on them in the near 
future by way of principal or interest.” 

Six months ago Mr. Mellon’s letter 
would probably have prevented the pas- 
sage of any bonus bill designed to au- 
thorize a large cash distribution. To- 
day, however, both houses of Congress 
and the President are so completely 
committed to the legislation that Mr. 
Mellon’s straightforward letter has had 
no visible effect except to concentrate 
attention upon the necessity for a new 
system of taxation to provide the 
money. 


Fordney Opposes Gasoline Tax 


Mr. Mellon has suggested a gasoline 
tax, a tax on bank checks and an in- 
crease in the first-class postage rate 
from two to three cents. These taxes 
would fall far short of providing suffi- 
cient funds, however, and obviously 
something else must be done, especially 
as Mr. Fordney has deelared himself to 











be unalterably opposed to a gasoline 
tax, which he thinks would be resented 
by the farmers of the country who, just 
at this time, appear to be the beneficia- 
ries of a national petting party. 

The logical outcome of this situation 
squints straight towards a sales tax. 
Chairman McCumber, of the Senate 
Finance Committee, favors such a tax, 
restricting it to some “hundred impor- 
tant items,” not yet mentioned. Other 
House and Senate leaders would con- 
fine the payment of the tax to the 
manufacturer, apparently on the ground 
that the imposition of any additional 
taxation at this time is bad politics; 
hence it is better to tax a few thousand 
manufacturers than a good many hun- 
dred thousand merchants or more than 
a hundred million consumers. 

The Ways and Means Committee has 
already begun consideratjon of the 
bonus bill, its program including very 
limited hearings and the reporting of 
a substitute for the so-called Fordney 
bill within the next two or three weeks. 
Certain of the Senate leaders are giv- 
ing the matter some attention, and of 
course Senator Reed Smoot is furbish- 
ing up his sales tax bill which he 
warned the country many months ago 
would ultimately be adopted. 


Effort to Speed Up Congress 


The majority leaders of the House 
are sitting up nights with the bogey 
man. They have suddenly been re- 
minded that the Congressional primar- 
ies are only a few months away and 
that early next November they must 
all appeal to their constituents for re- 
election. 

To ask for a vote of confidence on the 
basis of what has been accomplished by 
the present Congress would be little 
short of ludicrous; hence House leaders 
are exceedingly worried over the out- 
look and are determined to speed up 
the legislative machine in the hope that 
before election day rolls around they 
may be able to make a record upon 
which they can ask the endorsement of 
their constituents. 

At the top of the new program the 
House leaders have placed a resolution 
for a final adjournment of the session 
not later than May 30. This would 
mean an amazing spurt on the part of 
all important committees, and an al- 
most unprecedentedly expeditious han- 
dling of measures on the floor. 


Passage of Tariff Bill 


The final passage of the tariff bill 
is scheduled for April 15. This date 
appears to have been fixed without 
much consideration for the past accom- 
plishments of the Senate in expediting 
tariff measures, and I am of the opinion 
that the House leaders are figuring 
upon a thirty-day margin of safety, 
which would place this important meas- 
ure on the statute books about May 15. 

The foreign debt refunding bill, 
which the Senate leaders have placed 
at the top of their calendar, will have 
to receive additional consideration in 
the House but can probably be disposed 






HARDWARE AGE 

of in the next thirty days. There is a 
very urgent demand from the Treasury 
Department and from the big financial 
centers for the passage of this meas- 
ure, but its pathway is strewn with 
thorns rather than roses, as the minor- 
ity in both houses is opposed to the al- 
most unlimited authority delegated to 
the Secretary of the Treasury by the 
measure as framed by the majority 
leaders of the Senate Finance Commit- 
tee. 


Applying Concurrent Method 


Majority Leader Mondell of the 
House has brought about several con- 
ferences during the past week between 
prominent Republican members of both 
houses, and there is promise that earn- 
est teamwork will be in evidence from 
now on. A special effort will be made 
to give concurrent consideration to the 
more important pending measures in 
the hope that time may be saved. 

The concurrent method of considera- 
tion was applied very successfully in 
expediting consideration of the Inter- 
nal Revenue Revision Bill last Novem- 
ker, and the experience then gained is 
being utilized to excellent advantage in 
pushing the pending Fordney tariff bill. 
The experts of the Ways and Means 
Committee are sitting daily with the 
Finance Committee, and it is believed 
that the time required for the conside- 
ration of the measure in conference 
committee will thus be substantially 
reduced. The Finance Committee is 
making radical changes in the House 
schedules of this bill, but the Ways and 
Means Committee is being kept in touch 
with these amendments, and if the 
present pace is maintained the new bill 
may become a law not later than 
May 1. 


To Discuss American Valuation Plan 


Manufacturers from all parts of the 
country are now gathering in Wash- 
ington upon the call of the National 
Association of Manufacturers for the 
purpose of discussing and formulating 
a demand for the adoption of the Amer- 
ican valuation plan for the assessment 
of duties on foreign merchandise. Al- 
though the meeting is being held under 
the auspices of the Manufacturers’ As- 
sociation, the call has been extended to 
all producers regardless of their affilia- 
tion with trade associations. Ge 

It is generally recognized that the 
basis of valuation is the most impor- 
tant question that has arisen with re- 
spect to the new tariff. Never before 
has there been so definite an alignment 
regarding an administrative provision 
of a customs law as has now been made 
between domestic manufacturers and 
importers. 

As illustrating the amount of feel- 
ing that has developed concerning this 
matter, I quote from a high-protection 
organ the following significant appeal 
in behalf of the American valuation 
plan: 


Some Plain Words 


“Tt remains to be seen whether Con- 
gress will heed the demands of the im- 
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porting interests who send money out 
of the country to keep foreign work. 
men employed, or whether it will heed 
the demands of the producing interests 
of the United States, the ones who keep 
the wheels of industry moving, who 
keep labor employed, who pay decent 
wages, who keep the money at home 
instead of sending it abroad, who are 
not only the backbone of the industrial 
body politic, but are the nerves, sinews, 
brawn and brain of our national life, 
It is simply a question of ‘America 
first.’ 

“With all due deference to the Ad. 
ministration, we feel forced to say that 
there has been thus far no plan pro- 
posed which can approach the valuation 
plan as incorporated in the Fordney 
bill in its fairness to American pro- 
ducers, in its equality of treatment to 
all nations alike, in giving full measure 
of protection against low-production 
countries, in nullifying the effects of 
the depreciation and continual fluctua- 
tion of foreign currencies and in giving 
our debtors and late Allies an equal 
chance in our markets with those na- 
tions with whom we were so recently 
at war.” 


Smoot’s Compromise Plan 


I have had several inquiries concern- 
ing the details of Senator Smoot’s prop- 
osition providing for the assessment of 
duties on imported merchandise on the 
basis of the actual wholesale price 
thereof in the American market at the 
time the exportation is made. In view 
of the interest in this matter, I am pre 
senting the text of the amendment as 
offered by the Utah senator: 

“That whenever imported merchan- 
dise is subject to an ad valorem rate 
of duty, or to a duty based upon or 
regulated in any manner by the value 
thereof at the time of exportation in 
the principal market or markets of the 
United States and if there be used for 
covering or holding imported merchan- 
dise, whether dutiable or free, any un- 
usual material, article, or form de- 
signed for use otherwise than in the 
bona fide transportation of such mer- 
chandise to the United States addi- 
tional duty shall be levied and collected 
upon such material, article, or form at 
the rate to which the same would be 
subjected, if separately imported. The 
words ‘value’ or ‘actual market value’ 
or ‘wholesale price’ whenever used in 
this Act or in any law relating to the 
appraisement of imported merchandise 
shall be deemed and held to be the 
price at which such or similar imported 
merchandise is freely offered for sale 
or sold to all purchasers in said mar- 
kets in the usual wholesale quantities 
or the price which the seller or owner 
would have received or was willing 
receive or did receive for such mer 
chandise when offered for sale or 
in the ordinary course of trade in the 
usual wholesale quantities in said mat- 
kets, including the value of all cartons, 
cases, crates, boxes, sacks, casks, bar- 
rels, hogsheads bottles, jars demijohm — 
carboys, and other containers or cover — 
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ings, whether holding liquids or solids, 
and al] other costs, charges and expenses 
incident to placing the merchandise in 
conditions, packed ready for shipment 
to the United States; Provided, That no 
pretended sale or sales shall be held to 
establish value, wholesale market value, 
or wholesale price or prices as in this 
Act provided; and that to constitute 
such, having regard to the customs and 
usages of trade, there must be a rea- 
sonably extended and continued course 
of sales or offers for sale in usual 
wholesale quantities to all purchasers 
on equal terms under like conditions.” 

It will be noted that this amendment 
eliminates the plan for comparing im- 
ported merchandise with comparable 
articles of domestic production in order 
to get at a valuation basis. It main- 
tains the American valuation principle, 
however, by requiring that duties shall 
be based upon the wholesale price at 
which the goods are sold in this coun- 
try. 

The Big Farm Conference 


Washington has entertained the Na- 
tional Agricultural Conference during 
the past week and has had an oppor- 
tunity of gazing upon the sunburned 
faces of several thousand farmers 
gathered from all parts of the country. 
It is too early to determine what has 
been accomplished by the conference, 
but Secretary of Agriculture Wallace, 
who has handled the actual details of 
arranging the program for the meet- 
ing, looks for results that will be far- 
reaching in eliminating the present ills 
of American agriculture. : 

he conference faced a gigantic task. 
All phases of the present agricultural 
situation have received consideration 
and numerous recommendations for re- 
lief have been made. Out of these, it 
is expected, will be brought forth a 
more definite national agricultural pol- 
iey for the future that will prevent a 
repetition of the conditions now com- 
plained of and lead to a more intelli- 
gent production and distribution to 
meet the needs of the nation as a 
whole. - 


Farm Bloc Has Troubles 


All is not beer and skittles with the 
agricultural bloc in the Senate. The 
big agrarian combination is having 
difficulty in holding its lines together 
because of the feeling on the part of its 
more conservative members that a mis- 
taken policy has been pursued in main- 
taining too sharp a line of cleavage be- 
tween the farm bloc Senators and their 
colleagues who belong to no special or- 
ganization, and who are making no 
little capital by advertising to the 
country at large that they are laboring 
for the general welfare and not in the 
interest of any one class, no matter 

large or how great its needs may 


Senator Moses of New Hampshire 
took a savage crack at the farm bloc 
& few nights ago in an address to the 
National Boot and Shoe Manufacturers 

tion in the course of which he 
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“The so-called farm bloc of the Sen-. 


ate which controls that body is made up 
of twenty lawyers, one newspaper edi- 
tor and a well digger. The only three 
farmers in the senate, one from Maine, 
another from New Hampshire and a 
third from New York have never beeh 
invited to a meeting of the farm bloc, 
where they have set up the ruthless, 
selfish legislation. 

“The bloc does not know that a farm 
exists north of the Mason and Dixon 
line, or east of the Mississippi River 
and they give no consideration to the 
truck farmers in that territory. All 
they know is hogs, corns, wheat and 
cotton.” 

Another Western senator suggests 
that the farm bloc should remember 
the admonition of a famous New Eng- 
land senator who many years ago ad- 
vised the agriculturists of the South 
to “raise more hogs and hominy and 
less hell.” 


Steel Men Ask Freight Reductions 


The steel makers of the country have 
asked “the Interstate Commerce Com- 
mission in its investigations into the 
transportation rate levels to remove, so 
far as it applies to steel products, the 
40 per cent increase in freight rates 
granted throughout Eastern territory 
in August, 1920. This is one of the big- 
gest cuts thus far requested by ship- 
pers since the commission reopened the 
general rate question, but spokesmen 
for both steel corporation and indepen- 
dent producers have joined in urging 
this reduction. 

F. A. Ogden, for Jones & Laughlin, 
independent producers, and H. C, Craw- 
ford, for the Cambria Steel Company, 
of Philadelphia, joined him in asking 
the removal of the 40 per cent, Mr. Og- 
den declaring that the step would re- 
sult in “stimulation of business, greater 
operation of iron and steel mills and in- 
creased traffic for the railroads.” 


Independents Need Cut 


John A. Topping, chairman of the 
board of the Republic Iron & Steel 
Company, speaking for independent 
producers, declared that “normal con- 
ditions cannot be restored in the iron 
and steel industry unless a substantial! 
reduction in transportation charges is 
effected.” He added that producers had 
cut costs to the limit, but that consu- 
mers in the long run controlled the 
price level and the selling prices had 
to be fixed to meet the ability of con- 
sumers to pay. 

Witnesses were also heard in favor 
of lower rates on metallic ores in the 
West, and statements were made by 
representatives of coal mine operators 
urging reductions. All witnesses united 
in declaring that lower freight rates 
will give a tremendous stimulus to in- 
dustry in all lines. 

Much interest attaches to an order 
issued by the commission last week ad- 
mitting representatives of labor or- 
ganizations to the investigation now in 
progress. The workers will be heard 
on Feb. 10 and 11, and it is expected 
that they will co-operate with the em- 
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ployers in order to seek lower rates. 

The Senate has passed a bill direct- 
ing the Interstate Commerce commis- 
sion to order railroads to issue mileage 
books. The measure would leave to the 
commission authority to prescribe “fair 
and reasonable rates.” 

The measure as passed was a substi- 
tute offered by Senator Cummins of 
Iowa, for the original bill of Senator 
Watson of Indiana, which provided for 
5000 mile books at 2% cents per mile. 

The Senate adopted an amendment 
by Senator Trammell of Florida, pro- 
viding for books from 1000 to 5000 
miles. On motion of Senator Townsend 
of Michigan, the Senate struck out a 
clause to provide mileage books for 
travel within a State. 

The mileage book legislation was 
urged by commercial travelers and 
other organizations. The Senate de- 
bate was featured by general demands 
for reduction of railroad rates. Reduc- 
tion of railway employees’ wages also 
was advocated by Senators Nelson of 
Minnesota and Dial of South Carolina, 
the latter urging abolishment of the 
Railway Labor Board. 

There can be no doubt that the psy- 
chology of the entire situation points to 
lower freight and passenger rates, as 
the result of the movement now on foot 
the salient feature of which is the pend- 
ing investigation of the Interstate 
Commerce Commission to determine 
how far the roads can go in cutting 
rates without unduly impairing their 
revenues. 


Status of Unemployment 


The United States Department of 
Labor, through the Bureau of Labor 
Statistics, has received and tabulated 
reports concerning the volume of un- 
employment in December, 1921, from 
representative establishments in thir- 
teen manufacturing industries and in 
bituminous coal mining. Comparing the 
figures of De¢ember, 1921, with those 
for identical establishments for Decem- 
ber, 1920, it appears that in eight of 
the fourteen industries there were in- 
creases in the number of persons em- 
ployed, while in six industries there 
were decreases. 

The largest increase, 119.9 per cent, 
appears in the woolen industry. This 
is due to the fact that business was 
practically suspended throughout the 
greater part of the industry in Decem- 
ber, 1920. A decrease of 29.3 per cent 
is shown in the iron and steel industry 
and a decrease of 19.7 per cent for car 
building and repairing. 

Seven of the fourteen industries show 
increases in the total amount of pay- 
roll for December, 1921, as compared 
with December, 1920. The remaining 
seven industries show decreases in the 
amount of the payroll. The woolen in- 
dustry shows the most important in- 
crease—113.8 per cent, while an in- 
erease of 101.7 per cent occurred in 
men’s ready-made clothing. Percentage 
decreases of 59.4 and 43.3 appear in 
iron and steel and bituminous coal min- 
ing respectively. 
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How One Dealer Features Wheel Toys—A New Store Paper 


Makes Its Bow—Other Effective Hardware Announcements 


Selling More Wheel Toys 
No. 1 (6 in. x 9 in.). 

Wheel “oys, of course, are an all- 
year-round sales proposition, and yet 
many hardware merchants who may 
be aware of this fact are failing to 
give the wheel toy a sufficiently prom- 
inent place in their publicity. To fos- 
ter more wheel toy retail advertising 
we cite the case of the Samuel Hill 
Hardware Co., Prescott, Ariz.,. whose 
catalog page on wheel toys -is-repro- 
duced below. 

The Hill company not only gives 
wheel toys a place in its newspaper 
schedule but devotes this whole page 
in its store catalog to the subject. It 
will be noted that this particular page 
lists six different types of wheel toys. ’ 





1—One way to sell more wheel toys is 
to list them in your store catalog as the 


Hill Hardware Co., Prescott, Ariz., has 
done 
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2—The excellent copy in this ad convinces one that there 1s a difference in lanterns 


The fact that there is such a variety 
of wheel toys makes it a paying propo- 
sition for any merchant to devote con- 
siderable advertising space to them. 

On this page there is a line which 
we think extremely valuable in ad- 
vertising wheel toys, especially, wheel 
toys of the wagon type. The line reads: 
“Chores are Easy with this Wagon.” 
This is going to interest the youngster 
as it turns his work into play, and it 
is likewise going to interest the parent 
for it at once associates wheel toys 
with the thought of usefulness and 
practicability. 

Bicycles may be featured in the 
same way through suggesting that the 





bicycle be equipped with a wire bas- 
ket for carrying purposes. 

There is a whole lot more business 
to be had on wheel toys, and the best 
way to get it is to see that these toys 
get a fair share of your current ad- 
vertising. 

Light treatment of a Dark Subject 


No. 2 (3 cols. x 6 in.) 

If. you are looking for a good lan- 
tern ad, look no further. This ad from 
Arthur H. Van Voris who looks after 
the publicity of the Van Voris hard- 
ware store at Cobleskill, N. Y., is first- 
class selling talk on lanterns. : 

For good measure, Mr. Van Voris in- 


1922. 
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3—The up-to-date way of wishing a 
Happy New Year is to “say it with verse” 


serted an item about flashlights. He 
then turned from the subject of light to 
that of heat and spoke a brief word 
for one of those handy stove pipe ra- 
diators that turn waste heat to a use- 
ful purpose. 

Lanterns usually get a brief pre-. 
sentation from the hardware man as 
he must take it for granted everybody 
knows all about them, but this Van 
Voris ad emphasizes some of the de- 
sirable features of the lanterns adver- 
tised and they are good selling points 

» too. 

In a letter accompanying this ad, 
Mr. Van Voris says: “I am much inter- 
ested in the way the publicity for the 
retailer department is run and really 

- feel that it has many good and prac- 
tical advantages for the retailer who 
follows these pages. The department 
is one of the very first things I al- 
ways turn to in looking over the issue 
each week.” 


“Saying It with Verse’” 
No. 3 (2 cols. x 6 in.). 

Here is an ad that you won’t be able 
to use until next year, but it is so 
good that we thought we would repro- 
duce it so that you could put it away in 


your file against the time when you will 
a to run a New Year’s greeting 








It is the work of William Ludlum 
who looks after the advertising of 
Howard’s hardware store at Mt. Ver- 
non, N. Y. Just read it through and 
see how cleverly worded are the 
verses. The average merchant doesn’t 
Say it with verses, for verses are 
rather difficult to make up so therefore 
if you save this ad, your next year’s 

ew Year greeting will be in a class 
all by itself. 

Some folks still persist in saying 
there is no sentiment in business 
Wise dealers know better. They 

Spend real money for advertising space, 
88 Howard’s did, every now and then 
express a human sentiment and 
advertising pays bigger than 
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many folks would imagine. Therefore 
it is practical and at the same time 
sentimental. 

At the time when the Disarmament 
Conference began its sittings at Wash- 
ington, a prominent New York shoe 
manufacturer devoted a number of ads 
entirely to the thought of human sen- 
timent as expressed by peace. He cer- 
tainly did not do this advertising with 
the idea of boosting his business, but 
the warm feeling it aroused in every 
circle could not have done other than 
favorably react upon his_ establish- 
ment. So long as there are human de- 
sires and aspirations, just so long will 
there be a response to sentiment 
whether exyressed in business or else- 
where. It is a thought for every dealer 
who advertises to remember. 


We Welcome a Newcomer 
No. 4 (10. in. x 14 in.) 

We welcome to the fold of store 
paper publishers, the Edwards Hard- 
ware Co., Duncan, Okla. Here’s the 
first page. How do you like it? We 
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think the sheet has made a real start 
and if it continues along the lines of 
this first issue, we predict great suc- 
cess for the new enterprise. 

The circulation of Store News starts 
off at 2000 and a line under the gen- 
eral editorial information says: “Ad- 
vertising Rates Upon Request.” This 
means that the Edwards firm intends 
to admit to. its columns the publicity 
of other non-competing merchants. We 
know of several store paper publishers 
who are doing this. Of course this 
advertising at once cuts down the cost 
of getting out the store paper and 
eventually makes it possible to issue 
the paper without any expense whatso- 
ever. 

The page reproduced shows how di- 
versified are the items used in Store 
News. Other pages contain practical 
talks to farmers which feature articles 
like cream separators, incubators, 
plows, frame stalk cutters, etc. These 
talks are mighty good. Plenty of hu- 
mor intersperses the talks and the dis- 
play ads. 











4—This is a page from a new store paper. If you had a store paper like this, your 
publicity would have far broader scope 
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MARKET REPORTS] 


on TRADE CONDITIONS 


IN HARDWARE, IRON AND STEEL, ETC. 


A REVIEW OF THE WEEK’S BUSINESS, WITH NOTES ON TENDENCIES PREVAILING IN VARIOUS TERRITORIES 
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Office of HARDWARE AGE, 
239 West 39th Street, 
New York, Jan. 30. 


EPLACEMENT buying is the 
R principal feature of activity in 

the local wholesale market at 
present. It is now somewhat between 
seasons, and the trade is experiencing 
the usual lull that comes between in- 
ventory and the beginning of spring 
business. 

Jobbers report that advance orders 
and inquiries are already being re- 
ceived, and that every indication points 
to a substantial spring business. Col- 
lections are reported to be fairly satis- 
factory by both jobbers and retailers. 

Among the more important price 
changes reported by local jobbers dur- 
ing the past week were the following: 

Food choppers down one-third. 

Petroleum faucets are now being 
quoted at 40 and 10 per cent off list. 

Racking pots are now being quoted 
at one-third off list. 

Coes wrenches are now being quoted 
at 50 and 10 per cent off list. 

Box strapping has been reduced 10 
per cent. 

Railroad picks are now being quoted 
at 50 and 10 per cent off list. 

Knife handle wrenches have been re- 
duced 20 to 25 per cent. 

Family platform scales have been re- 
duced approximately 10 per cent, ef- 
fective Feb. 1. 

Wire clothes lines have been reduced 
approximately 10 per cent. 

Sand and emery paper have been re- 
duced approximately 5 per cent, ef- 
fective Jan. 23. 

Coppered steel oilers are now being 
quoted at 70 per cent from list. 

Window glass has been reduced ap- 
proximately 22 per cent. 

Wood chair seats have been reduced 
approximately 15 per cent. 


Loaded shells are now being quoted 
at 25 and 2 per cent off for case lots, 
and plus 5 per cent for less than case 
lots. Center fire cartridges are now 
being quoted at 25 and 2 per cent off 
list. Rim fire cartridges, 10 and 7), 
per cent off list. 


Jobbers report the following an- 
nouncements from manufacturers: 


American Box Strapping Co., New 


NEW YORK 


York City, made a reduction of 5 per 
cent on its line of box strapping. 


W. S. Nott Co., Minneapolis, Minn., 
has issued a new price of leather goods, 
effective Jan. 20, showing a reduction. 

E. H. Tate Mop & Cordage Co., Bos- 
ton, Mass., is reported to have made a 
reduction of 11 per cent on picture wire 
and cord. 

American Saw Works, Hackettstown, 
N. J., has issued new discount sheet, 
effective Jan. 15, applying to its cata- 
log No. 22. 

Cleveland Block Co. Cleveland, 
Ohio, has issued new price sheet, ef- 
fective Feb. 1. 

H. L. Judd Co., New York City, has 
issued new discount sheets, effective 
Jan. 16, covering its lines of cottage 
poles, escutcheon pins, picture wire, etc. 

Clendenin Bros., Baltimore, Md., have 
reduced prices from % to 2 cents per 
Ib. on their line of shoe finders’ goods, 
effective Jan. 18. 

The Shelton Tack Co., Shelton, Conn., 
reduced prices Jan. 23 on glazier points, 
approximately 75 cents per 100 lb. 

Cooper Sons Mfg. Co., Philadelphia, 
Pa., reduced prices 1 cent per lb. on 
“Sterling” and “Jamaica” sash cord, 
effective Jan. 20. . 

Medart Patent Pulley Co., St. Louis, 
Mo., has issued new discount sheet, ef- 
fective Jan. 16. 

Automobile Accessories.—Interest at 
the present time is rather quiet in the 
local market. Jobbers and dealers, how- 
ever, are both optimistic about the pros- 
pect for spring business. 

Axes.—Mild interest prevails at fairly 
steady prices for all items listed under 
this heading. 


Jobbers’ quotations, f.o.b, New York: 
House axes, ebony finish, 2% Ib., $12 per 


doz 
“Fall City” axes, 2% Ib., $13.50 pet doz. 
Long Island handled axes, 24 to 2% Ib., 
$10 per doz. 


Second quality, 36-in. handle, 4 to 5 Ib., 
$18.75 per doz. 

Flint edge, Rockaway pattern, 4 to 5 Ib., 
$19.75 per doz. 

Connecticut pattern, handled axes, 3 to 
3% Ib., $19.50 per doz. 

Awning Rope.—The prevailing quo- 
tations in the local market for awning 
rope is as follows: 

Jobbers’ quotations, f.o.b. New York: 

Awning rope, 3/16 in., 37c. net. per Ib.; 
4 in, 36c. per Ib. net; 5/16 in., 36c. per Ib: 
net. 


Bolts and Nuts.—Consistent buying 
holds for bolts and nuts of all sizes. 
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Local stocks are in fairly good condi- 
tion so far as the jobbers are con- 
cerned, and retailers seem to be an- 
ticipating their requirements. 

Jobbers’ quotations, f.o.b. New York: 

Common carriage bolts, by 6 and 
smaller, 60 per cent; longer and thicker, 60 
per cent. 

Machine bolts, 
and 5 per cent; 
and 5 per cent. 

Semi-finished hexagon nuts, 9/16 and 
smaller, 80 per cent; larger and thicker, 75 
per cent. 

Tinners’ rivets, 60 per cent. 

Hexagon machine screw nuts, iron, new 
list 50 and 10 per cent; brass, 4/32-14/20 
75, 10 and 6 per cent, — list. 

Lock washers, 50 per cent. 
cenenele bolts, steel, bright finish, 60 per 


by 4 and smaller, 60, 10 
ger and thicker, 60, 10 


ete rivets, 7. aol cent; 
rivets, 40 per ce 

Stove bolts, 80, 40 to 80, 10, 10 per cent. 

Lag Screws, 65 and 10 per cent. 


Builders’ Hardware.—Every indica- 
tion points to the extension of the pres- 
ent Tax Exemption Laws, which are 
expected to help in further relieving the 
housing shortage which prevails in and. 
around New York. Local jobbers have 
anticipated their requirements for 
builders’ hardware. But there are some 
who apprehend that there will be rather 
acute shortages for builders’ hardware 
and contractors’ supplies as soon as the 
building programs are fully launched. 
The present demand for builders’ hard- 
ware depends a good deal on the 
weather. Mild weather increases the 
demand, and the cold spell makes it 
dormant. 

Carpet Sweepers.—Quotations on 
carpet sweepers which now prevail in 
the local market are as follows: 


Jobbers’ quotations, f.o.b. New York: 

Carpet swee gin Standard, $36 per doz. 
net. Universal, japanned, 38 per doz. net. 
Universal, nickel, 42 per doz. net. Grand 
Rapids, japanned, $40 per doz. net. Grand 
Rapids, nickel, $44 per PGos. net. Elite, $56 
per doz. net 

Vacuum Sweepers—Suburba, $100 per doz. 
net. Household, $75 per doz. net. Grand 
Rapids, $86 per doz. net. 


Clam Hooks.—Jobbers report a num- 
ber of inquiries for these articles which 
are being quoted at the following 


solid copper 


prices: 
Jobbers’ menaheiais f.o.b. New York: 
Clam hook or E Sages, solid steel, four flat 
tines, 26-in. gol bronze fin’ 


shanks, $10.56 oar o % rant: Same, 
steel, 6 round tines, 26-in. handle, gold 
bronze finish shank, $13. 25 per doz. net. 


Cultivators.—Spring orders for culti- 
vators are being received by some 
the local firms. Prevailing quotations 
are as follows: 


Cultivator, 3 fo: stee] prongs, 
asa hoe, weeder, etc., 4-ft. ash h 
$6.78 per doz. net. Same, with wheel plow 


con® 
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ment, detachable handle, 5 forged 
prongs, 4%-ft. ash handle, ogg per 
‘@oz. net. Cultivator, with adjustable steel 
parts, 4 teeth, cold pressed, malleable iron 
oe. polished hardwood handle, 4 ft. long, 
board, 


uA 


r doz. net. Garden cultivator, 18-in. 
with 1%4-in. tire, consists of mold- 
sweep, reversible bull tongue rake 
Garden cultivator, 
-in. rim, moldboard 


wheel, 
% x 1l-in. 


x 1% 
sweep, reversible shovel, 14% x 3 
rake and wrench, $2.35 each net. 


Food Choppers.—New prices are pub- 
lished herewith which are now the pre- 
yailing quotations in the local market. 


Jobbers’ quotations, f.o.b. New York: 
Food choppers, Universal No. 0, $18 per 
doz. No. 1, $22.20 per doz. No. 2, $27 per 
doz. No. 3, $36 per doz. Discount 25 and 10 
cent off list. Russwin, No. 1, $18 per 
net. No. 2, $22 per doz. net. No. 3, 
$30 per doz. net. em, No. 116, on per doz. 
net. No. 120, $16 per doz. net. oO. 122, 
per doz. net. No. 124, $25.25 per doz. net. 


Galvanized Ware.—There is little de- 
mand at the present time for galvanized 
sheets, although pails and tubs seem 
to be taking on new interest. 


Prices to retailers, f.o.b. New York: 

Galvanized sheets, No. 28 gage, $5 to $5.25 
per 100 Ib. 

Jobbers’ quotations, f.o.b. New York: 

Galvanized pails, 8-qt., $2.20; 10-qt., $2.50; 
12-qt., $2.60; 14-qt., $3.15; 16-qt., 4380 per 
doz. 


Galvanized wash tubs, No. 1, $7.85; No. 
2, $8.80; No. 3, $10.25; all per doz. 


Hammock Chains.—New prices re- 
cently issued by local jobbers are as 


follows: 


Jobbers’ quotations, f.o.b. New York: 
Three-ft. lengths, $3.50 per doz. pairs net; 
6-ft. lengths, $5.50 per doz. pairs net. 


Hose Clamps and Couplings.—New 
prices on spring merchandise are being 
prepared by local jobbers. The follow- 
ing are the prevailing quotations on 
these goods in New York: 


Jobbers’ quotations, f.o.b. New York: 
Brass hose clamps, for %-in. hose, 42c. 
per doz. Steel hose clamps, for %-in. hose, 
Clinching hose couplings for 

in. hose, $2.65 per doz. Wrought brass 
ose couplings for %-in. hose, $1.45 per doz. 
For %-in. hose, 45 per doz. For %-in. 
hose, $1.45 per doz. 


Hose Reels.—Interest is gradually 
beginning to manifest itself for spring 
goods, as evidenced by the numerous 
quotations issued during the past week 
by local jobbers for spring business. 


Jobbers’ quotations, f.o.b. New York: 
Hose reels, all metal with channel] steel 
frame, cast iron wheels, 9-in. corrugated 
steel drum, steel arms, enameled green and 
black, capacity 100 ft., %-in. hose, $25.25 
per doz. net. Same, -with steel rods, elec- 
trically welded together, japanned, galvan- 
ized steel drum, diameter of wheel 21% 
in, length of handle 28 in., capacity 100 ft. 
of garden hose, $30 per doz. net. Same, all 
metal tubular frame, corrugated galvanized 
steel drum, tubular steel wheels, enameled 
n, height of reel 21 in., ry tea 100 ft.. 
2 per doz. net. Same, with height of reel 

4 in., 100 ft. capacity, $48 per doz. net. 


Ice Skates.—These were probably the 
leading article in the market during the 
past week, because of the fact that all 
the parks and rinks were open. Deal- 
ers report exceptionally good sales. 


Jobbers’ quotations f.o.b. New York: 
Men’s and boys’ all clamp club skates, 
sizes § to 12 in., 91c. to $1.18. Men's and 
all clamp hockey skates, runners cast 
steel, al) pe nickel plated, sizes 9% to 
11% in., $1.24 to $1.68. Canadian hockey 
skates for men, women and children, nar- 
Tow foot plate, sizes 8 to 11% in., 94c. to 
$1.48. Women’s and children’s club skates, 
Tusset leather back and strap, sizes 8 to 
Il in., polished cast steel runners, $1.15 to 
$1.40. Women’s and children’s clamp hockey 
Skates, $1.40. Women’s and children’s 
clamp hockey skates, russet leather back 
“and strap, runners made of cast steel, 
nickel plated, $1.51 to $1.99. 
Lanterns.—Little active interest pre- 
vails at the present time, although a 


HARDWARE AGE 


certain amount of consistent buying is 
reported. 


Jobbers’ quotations f.o.b. New York: 

Hy-lo tin lanterns, $8 per doz. Victor tin 
lanterns, $8.25 per doz. Monarch tin lan- 
terns, $8.25 per doz. Junior brass lanterns, 
$15.75 per doz. Blizzard tin lanterns, $13 
per doz. Buckeye dash lantern, with bull’s 
eye lens, $14 per doz. Roadster wagon lan- 
tern, $18.25 per doz. De-Lite tin lanterns, 
$13 per doz. Little Wizard tin lanterns, 
$11.25 per doz. Eureka driving lanterns, 
plain lens, $17.50 per doz. Watchman’s mill 
lanterns, enameled finish, $22 per doz. Im- 
peria] platform lanterns, $9 each. 


Lawn Mowers.—Better business dur- 
ing the coming spring is expected by 
local jobbers than was experienced last 
year. Local quotations are as follows: 


Jobbers’ quotations f.o.b. New York: 

Lawn mowers, 3 blades, adjustable bear- 
ings, 8-in. side wheel, finished in peagreen, 
gold striped, 10-in., $5 each net; 12-in., $5 
each net; 14-in., $5.30 each net; 16-in., $5.60 
each net; 18-in., $5.95 each net. Ball bear- 
ing lawn mower, 3 blades, adjustable bear- 
ings, 8-in. drive wheel, finished in gold, 
aluminum and blue, 12-in., $6.35 each net; 
14-in., $6.70 each net; 16-in., $7.05 each net; 
10%-in. raised open drive wheel, 4 tem- 
pered steel blades, reel 6 in. diameter, fin- 
ished in aluminum gold and green, red and 
gold striped, $9.25 each net. Same, 16 in., 
$9.75 each net; same, 18 in., $10.25 each net; 
20 in., $10.85 each net. 

Grass catchers, wire frame, adjustable 
heavy iron bottom, white duck, for mowers 
12 to 16 in., $10.53 per doz. net. Same for 
mowers 16 to 20 in., $13.13 per doz. net. 


Linseed Oil.—The demand is light, 
and essentially of a routine character. 


Prices to the dealer, f.o.b. New York: 

Linseed oil in lots of less than 5 bbl., 80c. 
per gal. In lots of 5 bbl. or more, 77c. per 
Carlots, 75c. per gal. 


Nails.—This market does not seem to 
be as active as it was a few weeks ago, 
although there is still a good deal of 
“pick-up” buying going on. 

Jobbers’ quotations f.o.b. New York: 

Wire nails, $3.25 base per keg; cut nails, 
$4 to $4.25 base per keg; coated nails, $3 


base per keg, and wire nails and brads, 
75 and 10 per cent. 


Naval Stores.—A firmer tone seems 
to have developed in this market. Small 
quantity purchases, however, are the 
rule. 


Prices to dealers f.0.b. New York: 

Spirits of turpentine in bbl., yard basis, 
93 to 95c. per gal. Rosin, on a basis of 280 
Ib. to a bbl., B grade, $5.30; D to G grades, 


$5.35; grade, $5.40; I grade, $5.40; K 
grade, $5.95; M, $6.65; N grade, $7; W 
grade, $7.75. 


Pruning Shears.—Spring prices issued 
by local jobbers during the past week 
are as follows: 


Jobbers’ quotations f.o.b. New York: 

Pruning shears, cast iron, steel blades, 
coppered wire coil spring, $2 per doz. net. 
California pattern, tool steel blade, Volute 
tempered spring, 6 in., nickel plated, $8.50 
per doz. net; 9-in., black finish, $5.50 pn 
doz. net; 9-in., full polished, $8.50 per doz 
net. Same pattern, with ratchet nut, tem- 
pered steel blade, full nickel plated, $14.75 
per doz. net. 

Roller Skates.—Interest seems to be 
developing for these articles for early 
delivery. 

Jobbers’ quotations f.o.b. New York: 

Extension roller skates, stee] foot plate 
and back, extends from 7% to 9% in., cast 
iron rolls, web heel and toe strap, 66c. per 
pair net. Same, with steel toe clamp, 72c. 
per pair net. Extension roller skates, tops, 
trunks and clamps made of cold rolled steel, 
rubber cushions, extend from 7% to 10 in., 

strap heel, clamp toe, plain steel rolls, 
$1.25 per pair net. 

Rope and Twine.—Interest continues 
apathetic in the local rope market. 
Prices are unchanged. 


Jobbers’ quotations f.o.b. New York: 

Manila rope, No. 1 grade, 18c. to 19%c. 
per lb. Hardware grade, 15c. per Ib. Sisal, 
No. 1 grade, 15c. per Ib.; sisal No. 2 grade, 
18c. per Ib. Bolt rope, 20c. to 22c. per Ib. 
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Lath yarn, 13c. to 15c. per Ib. Jute wrap- 
ping twine, 20%c. to 254%c. per lb. India 
emp twine, No. 6, 16c. to 18c. per Ib. 


Screws.—There seems to be a good, 
steady interest for screws of all sizes. 
Prices are unchanged and stocks are 
reported to be in fairly good condition. 


Jobbers’ quotations f.o.b. New York: 

Wood Screws.—Flat head, bright, 82% 
per cent; flat head, galvanized, 67% per 
cent; round head, blued, 80 per cent; round 
head, nickeled, 70 per cent; round head, 
brass, 75 per cent; flat head, brass, 75 per 
cent; flat head, brass, 77% per cent; round 
head, brass, nickeled, 70 per cent. 

Local jobbers are quoting extra 10 to 
extra 25 per cent on the average to the 
above discount. 

Machine Screws.—Iron, flat and round, 
80-10 per cent; brass, flat and round, 75 
per cent. 

Cap screws, 75 per cent. 

Set screws, 75-5 per cent. 


Screen Cloth—Jobbers anticipate 
good orders for screen cloth within the 
next few months, and are quoting the 
following prices. 


Jobbers’ quotations f.o.b. New York: 

Black screen cloth, 12 mesh, $2.15 per 100 
sq. ft. net. 

Opal screen cloth, 12 mesh, $2.65 per 100 
sq. ft. net. 

Opal 13 mesh heavy, $4.40 per 100 sq. ft. 


Spading Forks.—Prevailing quota- 
tions in the local market are as follows: 


Jobbers’ quotations f.o.b. New York: 

Spading forks, 1l1-in. angular tines, stee} 
cap ferrules, 5 tines, wood D handle, bronze 
finish, $21.40 per doz net. Same, 5 tines, 
malleable D handle, bronze finish, strap fer- 
rule, $19.20 per doz. net. Same, 4 tines, 44%4- 
ft. handle, bronze finish strap ferrule, $12.15 
per doz. net. 

Trowels.—Some of the most popular 
sizes are quoted herewith for dealers 
preparing their spring lists. 

Jobbers’ quotations f.o.b. New York: 

Ladies’ flower trowel, heavy one-plece 
steel blade, 5% in., half polished and enam- 
eled maroon, stained handle, 85c. per doz. 
net. Garden trowel, 6-in. tinned steel blade, 
black enameled handle, riveted tang, 75c. 
per doz. net. Florists’ trowel, heavy solid 
steel, 6-in. blade, half polished, riveted 
shank, hardwood handle, $1.15 per doz. net. 
Garden trowel, one-piece heavy cold-roll 
steel, 11% in. over all, blue finished, $2.15 
per doz. net. English pattern garden trowel, 
6-in. forged steel blade, polished and enam- 
eled, length over all 13% tn., $2.25 per doz. 
net. Garden trowel, 6 in., solid socket, 
forged steel, full polished, grip handle, $6.75 
per doz. net. 


Turf Edgers.—The following prices 
are being quoted in the local market: 

Jobbers’ quotations f.o.b. New York: 

Turf edger, cast steel blade, bronzed 
finish shank, 4%-ft. handle, socket style, 
$10.25 per doz. net. Same, shank style, $9.20 
per doz. net. 

Window Glass.—A reduction of ap- 
proximately 22 per cent was made by 
some of the large manufacturers, which 
will probably remain in force, it is said, 
until a protective tariff schedule can 
be worked out to give adequate pro- 
tection to American glass industries, 

Prices to retailers f.o.b. New York: 

A single, 84 to 87 per cent; B single win. 
dow glass, 85 to 88 per cent; A double, 85 
er cent; B double, 87 per cent. List of 

arch 1, 1913. 


Wire Goods.—Jobbers are reporting 
fairly large orders for poultry netting. 
Other items that come under the head- 
ing of wire goods seem to be moving 
well also. A big spring business is ex- 
pected. 


Jobbers’ quotations f.o.b. New York: 

Poultry netting, galvanized after weav- 
ing, factory shipment, 50, 5 per cent; from 
New York stock, 45 per cent. Poultry net- 
ting, galvanized before weaving, factory 
shipment, 50-10-5 per cent. 

uare mesh wire cloth, 2 x 2, New York 

stock, $4.75 to $5 per 100 sq. ft. 











Office of HARDWARE AGE, 
1505 Otis Building, 
Chicago, Jan. 27, 1922. 

HE Mid-West is in the grip of the 
I coldest weather experienced so 
far this winter. Low tempera- 
ture of 5 deg. above zero has been 
reached, where the previous cold mark 
was 8 deg. above zero on Christmas 
morning. Should this cold snap con- 
tinue, it is looked upon as a favorable 
factor in increasing winter hardware 
business. A great many items in the 
average hardware store have been 
slow sellers during the past few 
months, simply because the weather 
was not severe enough to make heavy 
demands felt. Stoves and all sorts of 
heating devices, automobile acces- 
sories and many other lines would have 
sold more briskly had the weather 
been colder. 

Some reaction from the lethargy 
which covered the hardware business 
around the first of the year has set 
in. Sales are better than they were 
two weeks ago, and the prospects are 
that business will gradually increase 
until the demand is felt for spring 
merchandise when the improvement 
ought to be a conspicuous one. 

Continued favorable developments 
are noted in the railroad buying situa- 
tion. The Chicago, Burlington & 
Quincy Railroad, has placed orders for 
$3,000,000 in dining cars, coaches and 
baggage cars. This is said to be but 
a slice of a $15,000,000 appropriation 
which will be spent for rolling stock. 
The Union Pacific and the Illinois Cen- 
tral have already placed large orders. 
Indications are that railroad buying is 
to be considerably greater this year 
than in 1921, and probably in excess of 
any mark for a single year during the 
war and subsequent to that event. 

Reports on the employment situa- 
tion continue to show a slight improve- 
ment, with indications favorable for 
greater improvement in that direction. 

Inventories have disclosed to the re- 
tailer that his stocks are low and more 
diversified buying is now being noted, 
although there are few, if any in- 
stances of heavy orders. 

Automobile Accessories.—Winter au- 
tomobile accessories have lagged in 
sales on account of the comparatively 
warm weather. Tires and tubes are 


fairly active. Prices remain un- 
changed. 
We quote from jobbers’ stocks, f.o.b. 


Chicago: Reliable jacks, No. 46, $2.65 each, 
lots of 10, $2.25 each; No. 1 standard jacks, 
$2.75 each, $32 per doz.; Twin-cylinder foot 
pumps, heavy duty, $1.35 each, $15.00 doz. 
Simplex jacks, No. 36, $1.75 each, doz. 
lots, each $1.60. Stewart hand horns, $4.00. 
Weed chains, 30 x 3%, 25 per cent discount 
single pair lots; 33% per cent discount 
single lots; Rid-O-Skid chains, 25 to 33% 
per cent off. Inner tubes, red, 30 x 3%, 
$1.90 each; gray tubes, 30 x 8%, $1.50 each. 
Lyon bumpers, No. 105, $10.75; No. 101, 
$8.25. Bethlehem spark plugs, special Ford 
typt, lots of 100, 86c. each; mica type 
Bethlehem spark plugs, 80c. each, 78c. 
lots of 99, 74c. lots of 100 to 499; standard 
porcelain Bethlehem plugs, 58c. ‘each, 56c. 
lots of 99, 55c. lots of 100 to 499; Hercules 
Giant plugs, 60c. all sizes; Hercules Junior 
plugs, 35c. all sizes; Splitdort plugs, less 
than 100, 67c. each, 100 lots, 63c. each; 
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a 
100 lots, 48c. each; Champion X plugs, 50c. 
each, 100 lots, 48c. each; Champion O plugs, 
58c. each, 100 lots, 56c. each, 1000 lots, 54c. 
each; Champion heavy duty plugs, Dodge 
type, 58c, each, lots of 100, 56c. each, lots 
of 1000, 54c. each. 

Axes.—Steady sales at unchanged 
prices is the report. 

We quote’ from jobbers’ stocks, f.o.b. 
Chicago: First quality single bitted unhan- 
dled axes, 3 to 4 Ib., $14.50 base, good 
quality black unhandled axes, same weight, 
$13.50 base; single bitted handled axes, 
$16.50 to $22 per doz. 


Alarm Clocks.—This is normally the 
busiest season of the year in alarm 
clocks, so the volume of business is 
naturally good. Prices are holding 
firm. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: American, $11.76 doz. lots, case 
lots, $11.04 doz.; Blue Bird, $13.20 doz. 


lots; case lots, $12.84; Bunkie, $21.48 doz. 
lots; case lots, $20.16; Lookout. $13.20 doz. 
lots; case lots, $12.84 doz.; Sleepmeter, 
$15.12 doz. lots; case lots, $14.64 doz. 

Bicycles and Tires.—Merchants are 
beginning to consider their spring needs 
in these items and good business is 
looked for during the few immediate 
weeks ahead. 


Builders’ Hardware.—The jobber and 
retailer are buying rather on a hand 
to mouth basis in builders’ hardware, 
but are actively in the market and the 
large number of small sales aggregate 
quite an interesting total. Building ac- 
tivity which has been particularly 
large during the season, is going for- 
ward without abatement. Prices are 
showing no indications of change. 


Cotton Gloves.—A fair demand 
noted for this article. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Six oz. knit wrist gloves, $1.20 
doz.; 8-oz. knit wrist gloves, $1.45 doz.; 
10-oz. knit wrist gloves, $1.80 doz. 

Copper Rivets and Burrs.—With the 
copper market as strong as it is, the 
trade would not be at all surprised in 
the sharp advance in rivets and burrs. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Standard sizes ana apt 50 
per cent discount. 

Chains.—The normal dennetsl is be- 
ing felt and prices are as during the 
past week. 

We quote from jobbers’ stocks, f.0.b. 
Chicago: %-in. proof coil chains, $8.00 per 
100 Ib.; weldless coil chain, 50- 10 per cent 
off list; No. 00 4% electric welded cow ties, 
$2.65 per doz. 

Cutlery —Manvfacturers note a ‘ten- 
dency towards heavier orders in cut- 
lery. One large manufacturer of 
shears and scissors is finding business 
very good and looks forward to a par- 
ticularly fine season. Pocket cutlery 
and razors are also showing increased 
activity, and it is believed will enjoy 
a large total of sales during the com- 
ing month. There seems to be little, 
if any reason to look forward to any 
material price changes at this time. 

Cooking Utensils.—Steady demand is 
noted for both enamelware and alumi- 
num cooking utensils and prices are 
unchanged since the first of the year. 

Eaves Trough and Conductor Pipe.— 
The demand is rather quiet at this 
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time and prices are holding without 
change. 

We quote from jobbers’ stocks, 
Chicago: 29 gage, 5 in. lap joint eaves 
trough, $4.30 per 100 ft.; 29 gage, 3 in, 
corrugated conductor pipe, $4.50 per 109 
yer ; corrugated 3 in. conductor elbows, $1.55 
OZ. 

Files.—Some reports of increased de- 
mand from industrial users are seen, 
We quote from jobbers’ stocks, f.o.b, 
Chicago: American files, 70 per cent off list; 
Nicholson files, 50-10-10 per cent off list: 
Disston files, 50-10-10 per cent off list; 
Black Diamond files, 50-10 per cent off list, 

Flint Paper and Cloth.—There is 
practically no demand from the paint- 
ers and this, of course, has a tendency 
to keep sales down to a low point. 
We quote from jobbers’ stocks, f.0.b, 
Chicago: First quality flint paper, No. 6, 
$4.50 per ream; first quality emery cloth, 
No. 0, $27 per ream. 

Galvanized Ware——Only immediate 
requirements are being covered by the 
dealer. Prices are firm and without 
change. 

Glass.—Increasing building activity 
has caused a steady demand for glass, 
and has tended to keep prices strong. 


We quote from jobbers’ stocks, f.o.b, 
Chicago: Single strength A, all sizes, $81 
per cent off; single strength B, all sizes, 81 € 
per cent off; double strength A, all sizes 83 
per cent off; double strength B, all sizes, < 
83 per cent off; putty in 100-Ib. kits, $4.75; « 
commercial putty, $4.10; glaziers’ joints, p 
‘ 
] 
‘ 
‘ 
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Nos. 1, 2 and 3, one doz., 75c. 

Hatchets.—Sales are of a good total 
and business 
steadily. 

We quote from jobbers’ stocks, f.o0.b.* r 
Chicago: Size , extra quality broad ‘ 
hatchets, $16 doz.; Competitive grade, $12 ae, 
doz.; warranted shingling hatchets, $12.00, 

Seas Competitive forged shingling hatchets, ‘ 
$8 doz. 

Hammers.—Retailers are realizing 
that early spring is sure to increase 
the demand for hammers and they are 
preparing for this demand, which 
makes hammer business very satisfac- 
tory. Authorities say that there are 
no immediate prospects of any price 
change. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: No. 11% first quality nail ham- 
mers, $12.00 per pe. Competitive forged 
nail hammers, $6.0 0 to $9.00 per doz.; cast 
steel hammers, $4 per doz. 


Hickory Handles. — This item has 
been in brisk demand all during the 
winter and there are no indications of 
any let-up. Prices are holding without 
change. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: No. 1 hickory axe handles, $3 
doz.; No. 2, $2 doz.; finest selection second 
growth white hickory, $6 doz.; special white 
growth second hickory, $4.50 doz.; No. 1 
hatchet and hammer handles, 80c. d0z.; 
second growth hickory hatchet and ham- 
mer handles, $1.20 doz. 


Hose.—Considerable interest is being 
manifested in this item, which is one of 
the large sellers during the spring. 
Dealers are placing future orders and 
the jobber gives as his opinion, that 
prices will not be changed during the 
coming few months. 

We quote from jobbers’ 


continues to come in 
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stocks, 






Chicago: %-in. molded reel hose, £ 
quality, ak %-in. 8-ply good quality 
duck hose, 13 %-in. 4-ply good quality 





tone hose, 16c.; ys in. 5-ply multiple hose, 
Cc. 















fawn Mowers.—New prices for 1922 
were announced several weeks ago and 
jt is expected that the retailer will 
goon show a desire to cover his spring 
wants for mowers. 
Lanterns.—The item is in season and 
having been reduced, there is a 
little greater freedom in buying. 
We quote from jobbers’ stocks, f.o.b. 
o: Monarch tin lanterns, hot blast, 
$8.25 per doz.; No, Dietz cold blast 
janterns, $13.00 per doz.; with large founts, 
$14.25 per doz.; best tubular lanterns, $8.25 
per doz.; Competition lanterns, No. 0 
qubular, $6.65 per doz. 
lee Skates—Here is an item which 
has been a good seller all during the 
winter. The demand continues to be 
active and the season will probably 
close as one of the best ice skate years 
in hardware history. Prices are firm. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: North Star aluminum finish racer 
or hockey for men and women, $9 pair; 
North Star nickel finish racer or hockey for 
men or women, $10.25 pair; key clamp 
rocker, steel runners, bright finish, 90c. 
pair; key clamp rocker, steel runners, 
nickel finish, $1.15 pair; key clamp hockey, 
polished cast steel runners, $1.20 pair; key 
clamp hockey, carbon steel runners, $1.60 
pair; half key clamp rockers for women 
and girls, $1.10 pair; half key clamp hockey 
for women and girls, $1.51 pair. 

Nuts and Bolts.—Steady demand is 
noted at prices which are without 
change. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Large carriage bolts, 60 per cent 
off list; small carriage bolts, 60-10 per cent 
off list; large sized machine bolts, 60-5 per 
cent off list; small sized machine bolts, 60- 
10 per cent off list; all stove bolts, 80 per 
cent off list; all lag screws, 60-10 per cent 
off list. 

Nails.—This staple, of course, is an 
every day seller and the total volume 
of business is quite good. 


We quote from jobbers’ stocks, f.o.b. 
ese: Common wire nails, $3.25 per keg 
se. 


Roller Skates—Future orders for 
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BINGS are moving along more 
smoothly in the wholesale hard- 
ware markets of New England. That 
is, price changes have been largely 
completed, orders have been placed with 
manufacturers, outstanding accounts 
have been settled in a majority of 
cases, and salesmen are out hustling 
for business. Jobbing houses without 
exception are looking forward with con- 
siderable confidence to a busy and pros- 
perous year. They, as well as the aver- 
age retail dealer, have liquidated stocks 
about as much as they can be liqui- 
dated. There always are exceptions to 
every rule, to be sure, but collectively 
the New England hardware trade ap- 
Pears to be on a sound and healthy 
financial footing. 

Retailers say it, as do the wholesale 
houses—all that remains is to cultivate 
public buying. In this respect the 

ware trade is generous in its treat- 
ment of the New England manufac- 
turer. The producer of merchandise in 
this section of the country, they be- 
lieve, has handled the labor situation 
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roller skates are beginning to come in. 
Prices have been reduced and the job- 
ber regards this as a logical time to 
buy. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Boys ball bearing roller skates, 
$1.72 per pair; girls style, $1.82 per pair. 

Rope.—This is the quiet season for 
rope and no great volume of business 


is expected at present. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Highest quality manila rope, 
standard brands, 17%c. to 18%c. per Ib.; 
No. 2 manila rope, l6c. to 16%c. per Ib. 
base; so-called hardware grade manila 
rope, 12%c. Ib.; No. 1 sisal rope, highest 
quality standard brands, 14%c. to 15%%c. 
per lb. base; No. 2 sisal rope, standard 
brands, 13c. to 14c. per lb. base. 

of 


Steel Goods.—lIncreased sales 
steel goods are recorded as spring ap- 
proaches, 

Stove Pipe.—The recent 10 per cent 
reductions have increased interest in 
this item for current needs. 

Ws quote from jobbers’ stocks, f.o.b. 
Chicago: 6-in., 31 gage, $8.75; 30 gage, $9.60; 
28 gage, $11.85; 26 gage, $14.30; 6-in. elbows, 


30 gage, $1.15; 28 gage, $1.30; 26 gage, $1.55 
per doz. 


Solder and Babbitt Metal. — Basic 
metals are firm in price so solder and 
babbitt metal quotations are steady. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Warranted 50-50 solder, $22 per 
100 lb.; medium 45-55 solder, $21 per 100 
lb.; tinners 40-60 solder, $20 per 100 Ib.; 
high speed babbitt metal, $18 per 100 Ib.; 
standard No. 4 babbitt metal, $7 per 100 Ib. 


Sledges, Mauls and Wedges.—Sales 
are of fairly large volume and prices 
showing no change. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Striking and B. S. sledges, 5 to 
16 Ib., $8 per 100 Ib.; wood chopping mauls, 
5 to 8 Ib., $12. per 100 lb.; common fluted 
wedges, 3 to 6 Ib., $7 per 100 Ib. 


Sash Weights.—Business is better 
than usual for this season of the year. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
Chicago: Sash weights per ton, $36. 
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in an excellent manner. Wages of labor 
have been reduced, in varying amounts, 
but the amount of unemployment at no 
time has been really serious. Certain 
interests would have us believe other- 
wise, but actual authentic figures do 
not lie. 

The force of spending without 
thought is weakening. Reduced wages 
have taught laborers to be thrifty, as 
is attested by savings as reported by 
vanking institutions. People are buy- 
ing in smaller quantities than hereto- 
fore where prices for products remain 
comparatively near wartime levels. 
They are not buying in large quantities 
of those things that have gone down 
in price, but they are buying more fre- 
quently than they were a short time 
back. This is encouraging for such 
buying means returning confidence. 
Hardware, collectively, has not been 
over-bought for some -time—first, be- 
cause people could not get it, and sec- 
ond, because we passed through a 
period of general readjustment. Manu- 
facturers, jobbers and retailers feel, 
and justly, that a large hole in the dis- 
tribution of hardware remains to be 
filled. 


f.o.b. 
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Steel Sheets.—Sales are on an imme- 


diate requirement basis, at prices 
which are without change. 
We quote from jobbers’ stocks, f.o.b. 


Chicago: 28 gage galvanized sheets, $5.15 
per 100 Ib.; 28 gage black sheets, $4.15 per 
100 Ib. 

Stove Boards.— Slightly increased 
demand is noted for this item. Prices 
are the same as at the last report. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Crystal wood lined square boards, 


26-in., $14.45 doz.; 28-in., $16.95 doz.; 30- 
in., $19 doz.; Crystal paper lined stove 
boards, square, 26-in., $8.15 doz.; 28-in., 


$9.10 doz.; 30-in., $10.80 doz. 


Sash Cord.—Prices show firmness 
and sales are good considering the sea- 
son. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: No. 7 sash cord, standard brands, 
$8.45 doz. hanks; No. 8 sash cord, standard 
brands, $9.75 doz. hanks. 

Screws.—The tendency is to buy in 
very limited quantities, as prices are 
still considered high. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Flat-head bright screws, 80-10-10 
per cent off list; round head blued, 77%- 
10-10 per cent off list; flat head brass, 
75-10-10 per cent off list; reund head brass, 
72%%-10-10 per cent off list; japanned, 72%- 
10-10 per cent off Hst. 

Sporting Goods.—All sorts of spring 
sporting goods are beginning to ex- 
perience a lively demand. The pros- 
pects are for a splendid season for 


sporting goods. 


Wire Goods.—No price changes are 
noted this week and the usual steady 
business is recorded. 


We qvote from jobbers’ stocks, f.o.b. 
Chicago: No. 8 black annealed wire, $3 per 
100 Ib.; galvanized barbed wire, $3.90 per 
100 Ib.; 12 mesh black painted wire cloth, 
$1.90 to $2 per 100 sq. ft.; poultry netting, 
56 per cent off; galvanized after weaving, 
51 per cent off; catch weight spool galvan- 
ized cattle wire, $3.90 per 100 Ib.; 80 rod 
spool galvanized hog wire, $3.40 per spool; 
No. 8 galvanized plain wire, $3.50 per 100 Ib. 


Many retail firms are in the middle 
of stock taking. They nevertheless are 
purchasing fresh stock. The buying is 
of the same careful nature noted be- 
fore the holiday rush. According to 
the usyal schedule, retail buying should 
gradually increase from now on. Ac- 
tivities among retailers are not con- 
fined to stock-taking and buying of 
merchandise, however. There probably 
is more thought being given to arrange- 
ment of stores and displays than ever 
before. The chances are, therefore, 
that more actual changes will be made 
in 1922 than in any previous year. The 
boss, however, is not the only busy per- 
son in the average retail store. Activ- 
ities in various forms among the clerks 
are increasing. Here is one illustra- 
tion: Up in Greenfield, Mass., the retail 
merchants and employees are taking a 
course in retail selling under the lead- 
ership of the division of university ex- 
tension and the state department of 
education. Ralph Barstow, general 
sales manager Greenfield Tap & Die 
Corporation, has been engaged by the 
State to conduct the course. Good stuff. 
Greenfield, at least, intends to turn out 
some of those “better salesmen” every- 
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body has been talking about so long. 


Ammunition—New jobbing prices 
on ammunition have been issued. With 
the exception of center rim cartridges, 
which are unchanged in price, values 
are slightly lower. The reduction in 
ammunition, closely following that in 
firearms, places the sport of hunting 
within the reach of the average person. 
Manufacturers of firearms already are 
peginning to feel the effect of lower 
prices for their product. One of the 
largest in Massachusetts, closed since 
July, has reopened for business. 

We quote from Boston jobbers’ -stocks: 

Ammunition.—Loaded shells, 25 and 1 
per cent discount; rim fire cartridges, 25 
per cent discount; center fire cartridges, 18 
per cent discount. 

Barbed Wire.—The “open” season on 
barbed wire and fencing of all kinds is 
on. Some of the retail hardware deal- 
ers already have covered their require- 
ments, but a majority have not. 
Throughout New England there is a 
vast amount of fencing work that 
should be done between now and fall, 
and there is no reason to believe that 
people are not going to make such im- 
provements. First it was one thing 
and then another that made the use of 
barbed wire and fencing almost impos- 
sible. The situation to-day is entirely 
different than it was last year, the year 
before then and during the war. People 
can get material to-day. 

We quote from Boston jobbers’ stocks: 

Galvanized barbed wire, 80-rod reels, $4.19 
per reel; 2-ply twisted, 80-rod reels, $3.77; 
galvanized barbed wire, catch weight reels, 
$4.75 per cwt.; 2-ply twisted, catch weight 
reels, $4.75. 

Staples, $4.75 
per 100 Ib, 

Baseball Goods.—Here is good news 
for the retail dealer who has been kick- 
ing like a steer the past three years 
because he could not get baseball bats 
—local jobbers have received consign- 
ments from the manufacturers, in one 
instance amounting to a carload. Sup- 
plies of other kinds of baseball goods 
also have arrived, according to the job- 
ber. It is possible to select now from 
a good assortment of gloves, balls, 
masks and the like. Some of the retail 
trade in this section of the country al- 
ready have placed orders here, and it 
is anticipated that others will soon take 
similar action. 


We quote from Boston jobbers’ stocks: 
Bats.—Louisville Sluggers, all types, $18 
per doz.; H & B branded, Professional 
League, $14.20 per dozen; burnt oil finish, 
$10.80; King of the Field, $7.20; Semi-Pro, 
a: Junior League, $3.60; Cracker-Jacks, 


Balls.—Harwood Dandy, $1,20 per doz; 
Boy’s Favorite, $1.75; Young America, 
$2.50; Junior League special, $2.50; Junior 
League, $4; Boy’s League, $4.75; Dollar 
Lively, $7; Professional League, $9; Har- 
wood League, $15; National League, $16.50. 


Gloves.—Fielders’ gloves, $6 to $30 per 
dozen; catchers’ mitts, $18 to $78 per dozen; 
first basemens’ mitts, $24 to $30 per dozen. 

Bicycles.—New prices are out on 
the Steinfield line of bicycles, manufac- 
tured by the Westfield Mfg. Co., West- 
field, Mass. This toy is one of the last 
to be added to the great number manu- 
factifred in the United States for the 
joy of young America. Last year quite 
a number were sold in this territory, 
and there is every reason to believe the 


galvanized fence staples, 
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turnover this year will be equally sat- 
isfactory. 


We quote from Boston jobbers’ stocks: 
Bicycles.—Rubber tired, No. 1, $10.50 
each; No. 2, $12; No. 3, $13.75. 


Clocks. — Retail merchants inter- 
viewed recently tell of encouragement 
in the building up of clock sales. The 
“taking down the bars,” as one dealer 
puts it, “on the Westclox line of mer- 
chandise, whereby the retail hardware 
store as well as the jeweler can par- 
ticipate in distribution, probably will 
stimulate interest among the trade.” 
But interest does not center in this line 
by any means. All lines made in New 
England are enjoying a better market. 
Competition from makers across the 
water is not as serious in this territory 
as might be expected. Low-priced time- 
keepers of course have their attraction, 
but when the seller refuses to stand 
back of the article, the public mind 
more often than not changes to the 
American made product, according to 
retail dealers. This talk apparently is 
substantiated by reports of greater ac- 
tivity among the American manufac- 
turers. 


We quote from Boston jobbers’ stocks: 

Alarm.—Waterbury, Call, in less than 
dozen lots, $1.20 each; in dozen lots, $1.13; 
in cases of 48, $1.09. Sleepmeter, less 
than dozen, $1.57; dozen, $.53; case, $1.47. 
Lookout, less than dozen, $1.44; dozen 
$1.39; case, $1.34; Bunkie, less than dozen, 
$2.22; dozen, $2.18; case, $2.14; Bingo, less 
than dozen, $2.48; case, $2.33. 

Alarm.—Waterbury, Call, in less than 
dozen lots, $1.50; in dozen lots, 
cases containing 50 clocks, $1. + 
Vigilant, white dial, $1.88; radium dial, 
$2.56. Daybreak, $2.18. Turnout, radium 
dial, $2.19. Cyclone, $2.91. 

Alarm.—New Haven, Tattoo, $2.25 each’ 
Oval brass or silver plated, $2.90. 

Wood time clock, $3 to $4.50 each. 

Alarm.—Westclox, Big Ben, 2-doz. lots, 
$2.16 each; 1-doz. lots, $2.25; smaller lots, 
$2.33 net. 


Fishing Tackle—From one part of 
Massachusetts comes the announcement 
that a consignment of 15,000 eyed-out 
trout eggs addressed to a club have 
been released by the game warden. 
From other sections of Massachusetts, 
as well as from Connecticut and other 
New England states, authorities, state 
and others, are preparing for an active 
fishing season. The Boston & Maine 
Railroad is dusting off its cuts on fish- 
ing, in preparation of issuing a new 
booklet for the purpose of arousing 
among the sport lovers that longing to 
get busy. In fact, there is every indi- 
cation that the early requirements of 
the hardware trade for fishing tackle 
will be large. Prices for tackle are con- 
stantly changing, with the general ten- 
dency downward. The manufacturers 
and wholesale firms certainly are show- 
ing a willingness to make prices in 
keeping with changed economic condi- 
tions. While some fishing tackle items 
may appear higher than they will be an- 
other season, good fishing tackle is now 
within the reach of all. Owing to the 
fact that fishing tackle is largely a 
hand-made product, there undoubtedly 
will be a shortage in certain lines, ac- 
cording to good authorities, before the 
fall season gets under full swing. Judg- 
ing from orders being booked, some of 
the New England retail hardware deal- 
ers are of this same opinion. 
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Garden Tools.—Within a compara. 
tively short time people will begin t 
look over those seed catalogs. Next, 
they will plan out the garden, and be. 
fore we realize it they will be down to 
the store asking about hoes, rakes ang 
the like. It is remarkable how qui 
seasons come around. Stocks of gar. 
den tools in retailers’ hands are be. 
lieved to be small. Some very flatter. 
ing advance orders have been placed 
with jobbers, but the average retail 
merchant so far apparently has given 
little thought to garden tools. The next 
few weeks should indicate how the sea- 
son, from the merchandising viewpoint, 
is going to turn out. 

Glass.—Distributors stocks of win- 
dow glass have increased noticeably 
during the past month, notwithstand- 
ing an unusually good demand. Prices 
on some sizes have been materially re. 
duced, the largest decline being noted 
in single A and single B, 25-in, 
bracket. According to people who make 
a specialty of compiling facts and fig- 
ures, there will be a very important in- 
crease in construction of homes, office 
buildings and other large structures 
during the next few months. If such 
should prove true, that fact ought to 
help materially in the hardware distri- 
bution of window glass. 


We quote from Boston jobbers’ stocks: 

Window Glass.—Single A, 25-in. bracket, 
86 per cent discount; above 25-in. bracket, 
83 per cent discount; double A, all sizes, 
84 per cent discount. Single B, 25-in. 
bracket, 87 per cent discount; above 25-in. 
bracket, 85 per cent discount; double B, 
87 per cent discount. By the light, A and 
B quality, 85 per cent discount. 

Vitro-marble glass, 5/16-in., 72c. per sq 


Skylight bees Rough or rolled, %-in 
thick, 15c. per sq. ft.; 3/16-in. thick, 20c. 
per sq. ft.; %-in. thick, 25c. per sq. ft; 
wired glass, 30c. per sq. ft. 

Nails.—Retail hardware store for- 
ward buying of nails has not shown up 
to the advantage of the wholesale 
house as yet. To be sure, there have 
been some forward orders placed, but 
the rank and file of merchants have 
held off, thinking prices would be still 
lower or that the jobber would take 
care of him under less favorable cir- 
cumstances. In wholesale circles one 
hears little of lower prices, nor do mill 
representatives have any news that 
suggests lower prices. On wire nails, 
jobbers’ prices still take a range of 
$3.50 to $3.75 per keg base, not only 
locally, but in other sections of New 
England. The market on other kinds 
of nails appears more uniform. 


We quote from Boston jobbers’ stocks: 
Wire nails, per keg from the store, $3.50 to 
$3.75 base, f.o.b. Boston; direct from mill 
shipments, in car lots, $2.85 per keg base; 
in less than car lots, $3.10 per keg base; 
cut nails, $4.25 per keg base; galvanized 
cut nails, $7.50 base. Tremont schedule of 
extras same as heretofore. 


Paring Knives.—The Ragkuts line of 
paring knives, manufactured in Provi- 
dence, R. L, has been reduced approxi- 
mately 10 per cent by the jobbing trade 
here. They now cost the retail dealer 
$1.80 per dozen. 

Poultry Supplies—Down in Hart- 
ford, Conn., this week they conducted 
a show covering the activities of agri- 
cultural industries and associated ac- 
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2, 1922 


. It was as much as your life 
was worth to get into the place. People 
5 tly were interested in every- 

they saw, but the poultry divi- 


gion probably attracted as much atten- 
tion as any other. 


We quote from Boston jobbers’ stocks: 
Netting from works, galvanized, standard 
pales, 50 per cent discount; 25 or more 
pales, 50 and 5 per cent discount. 
poultry netting, 100 lb. kegs, 
$5.85; 10 lb kegs, Rt per 100 Ib.; 1 Ib. 
papers, $7.35 per 100 Ib. 

Sereens and Screen Doors.—So far, 
the average retail hardware merchant 
in this territory has not anticipated his 
gereen and screen door requirements. 
It can be truly said the new season has 
opened slowly. The apparent indiffer- 
ence on the part of the trade, according 
to the jobbers, is based on a hope prices 
will be lower. New prices for this class 
of merchandise were issued some time 
back, and nothing received since then 
from the manufacturer indicates any 
contemplated change in lists. Jobbers 
believe that when the situation is fully 
realized by the retail merchant, orders 
will come forward freely, for their im- 
pression is that retail stocks are down 
to a minimum. 


Screws.—Little of special interest 
has transpired in the local market for 
wood screws so far this month. Job- 
bers. say that, if anything, distribution 
has slowed up, but it is added such a 
condition might be expected at this 
time. One of the largest New England 
makers of screws has cut down plant 
operating schedules slightly, having 
noted some decrease in incoming busi- 
ness. Competition among local jobbers 
for cap, set and machine screws con- 
tinues keen, and prices, in more in- 


stances than not, depend a great deal 


on circumstances connected with the 
particular order. It therefore is diffi- 
cult to set down any reliable list of 
quotations. 
We quote from Boston jobbers’ lists: 
Wood Screws.—Iron, bright, flat, 82% 
cent discount print; flat head blued 
and 5 per cent discount; round head 
blued, 80 per cent discount; flat head brass, 
7% per cent discount; round head brass, 
% per cent discount; flat head galvanized, 
67% per cent discount; flat head nickel, 
7 per cent discount; round head nickel, 
7 per cent discount; the extreme price 
beyond the regular is an additional 10 and 
5 per cent discount. 
Machine Screws, Ete.—Coach screws, 50 
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MORE evidence is given of the 

great depression that existed in 
the steel trade over the greater part 
of last year by the annual report of 
the Brier Hill Steel Co., Youngstown, 
Ohio, one of the largest independent 
makers of sheets and plates in the 
country. This concern issued its an- 
nual report last week for the year 1921, 
and it shows that the company had a 
net loss in operations for the year of 


$8,874,175, reducing the surplus of the 


company to $17,652,032. The falling 
of in business in 1921, as compared 
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and 10 per cent discount; set screws, in- 
cluding headless, 76 und 10 per cent dis- 
count; cap screws, syuare and hexagon, 
75 per cent discount; fillister, 40 and 10 
per cent discount; flat, 30 per cent discount; 
button head, 20 per cent discount; lag 
screws, 50 per cent discount; iron machine 
screws, flat and round head, 70 per cent 
discount; fillister, 45 per cent discount; 
flat and round head brass, 40 per cent dis- 
count; fillister, 35 per cent discount. 


Screwdrivers.—Local jobbing prices 
on the Perfect Handle line of screw- 
drivers have been adjusted downward 
approximately 20 per cent to conform 
with new lists previously issued by the 
manufacturers. The revision in prices 
is simply in line with lists issued 
around the first of the year by other 
makers of screwdrivers. 

Shoe Findings.——Manufacturers of 
shoes tell us that those plants making 
footwear retailing for or about $5 the 
pair are the only ones in New England 
that really can be classified as busy. 


.High-priced shoes are selling hard. 


Granting this true, it is a good “straw” 
for those retail hardware stores carry- 
ing a line of shoe findings. For it 
means that people have made up their 
minds to economize in footwear, and 
an attractive display of shoe findings 
ought to find ready customers. The 
houses that sell leather inform us the 
chances of leather being cheaper are 
slim. 

Leather Taps.—Men’s extra light, 85c. to 
$1 per dozen; light, $1.05 to $1.25; Medium, 
$1.30 to $1.60 heavy, $1.85 to $2.50; extra 
heavy, $3.25. Women’s light, 70c. to 90c. 
per dozen; medium heavy, $1.10 to $1.25. 
Boy’s medium, $1.25 to $1.50 per doz.; 
heavy, $1.75 to $1.90. 

Leather Strips.—Oak, heavy medium and 
light, No. 1, 45c. to 55c.; No. 2, 35c. to 40c. 


Rubber Heels.—Good quality, $1.25 to $2 
per doz. pair. 


Skates.—To the joy of the retail 
hardware merchant, extremely cold 
weather has prevailed throughout New 
England since last reports. More pairs 
of skates have been sold as a result, 
not so much to young folks as to the 
middle-aged, who have gone just as 
crazy over the skating fad as they did 
the turkey trot not so long back. Deal- 
ers are closing one of the best seasons 
on record. Stocks in retail hands are 
down to a minimum, With the removal 
of the war tax, somewhat lower prices 
may be expected next season. Roller 
skates are somewhat lower in price. 


Solder.—Those hardware interests 
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report of the company, whose gross 
sales in 1921 were only $12,525,837, as 
against sales in 1920 of $44,222,219. 
Wages. paid in 1921 by the company 
were $4,695,000, or practically 35 per 
cent of its gross sales. In 1921 the 
company made 203,545 tons of steel of 
all kinds, mostly sheets and plate, and 
its shipments were 226,787 tons. 
Reports of operations of other lead- 
ing companies during 1921 will be com- 
ing out shortly and there is no doubt 
but that they will show heavy losses in 
1921, and sales of not more than 30 to 
40 per cent of what they were in 1920. 
The year 1921 was certainly one of the 
worst, if not the worst, years ever 
known in the history of the steel trade. 
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who took the tip handed out by pro- 
ducers of solder some time back, and 
bought liberal supplies, displayed good 
business forethought. Those who did 
not ean only wish they had acted as 
prompted. Back in August, the pro- 
ducers offered jobbers solder at 8% 
cents a pound for the 50-50 brands, and 
advised them to get in a large enough 
supply to last for some months. Sev- 
eral weeks passed without any change 
in producers’ prices. Then the market 
advanced 1% cents, since then has gone 
up an additional 2 cents, and the under- 
tone to-day generally is classified as 
very strong. In a wholesale way, 50-50 
solder is quoted on this market at 27 
cents per pound in large lots. 

Stove Boards.—Local jobbing quota- 
tions on stove boards have been reduced 
approximately 10 per cent in conform- 
ity with new lists recently issued by 
the producers, 


Traps.—One local house sold 2,000,- 
000 rat traps prior to the war. Dur- 
ing that conflict it couldn’t get a trap 
because they happened to be made on 
the other side of the Atlantic. An- 
nouncement is now made that impor- 
tations of these traps have been re- 
sumed. 


Wrenches.—As indicated by some of 
the trade last week, a change is noted 
in local prices on some lines of 
wrenches. The Coes line is now quoted 
at 60 per cent discount, as contrasted 
with 40 and 10 per cent heretofore; 
and agricultural wrenches are now 60 
and 10 per cent discount, whereas pre- 
viously they were 50 and 10 per cent. 
List prices on the above remain as 
heretofore. The decline is represented 
in discounts only. 


We quote from jobbers’ stocks: Stillson, 
565 and 56 per cent discount. Trimo pipe 
wrenches and parts, new list, 65 and 5 per 
cent discount; Coes wrenches, 60 per cent 
discount: drop forged wrenches, 40 per 
cent discount; agricultural wrenches, 60 
and 10 per cent discount. 

Zinc—A further decline of 1 cent 
per pound in ‘sheet zine is announced 
by the jobbing trade, bringing the price 
down to 91, cents a pound base in large 
lots. The new price represents a total 
decline of 3 cents a pound on the pres- 
ent movement, which apparently began 
back in November. 


Conditions in the steel trade show 
very little change over those noted in 
our report last week. Operations of 
independent steel plants and finishing 
mills are on the basis of anywhere from 
30 to 40 per cent, while the Steel Cor- 
poration is reported to be operating its 
plants at 40 to 50 per cent. The fact 
that operations of the steel plants and 
finishing mills in January and Decem- 
ber remain at about the same figures 
indicates clearly that just as soon as 
a buying movement starts, and it is ex- 
pected to come very soon, there will 
be a material increase in operations of 
the steel plants, and a much larger em- 
ployment of labor. The mills report 
that they are receiving considerably 
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more orders than for some time, but 
the aggregate increase in tonnage in 
these orders is very light. It is a fact 
that jobbers and consumers are keep- 
ing close to shore in placing orders, 
and are buying only such quantities of 
steel as they absolutely need for 
prompt uses. There is no incentive to 
buy ahead, and probably will not be 
for some time. 

The most encouraging feature of the 
situation as regards orders is that the 
railroads continue to place good-sized 
contracts for steel rails and cars. It is 
announced that the large rail mill of 
the Indiana Steel Co., Gary, Ind., which 
has been down for some months, started 
up Jan. 30 with enough orders ahead for 
steel rails to run for three months. 
The Chicago, Rock Island & Pacific 
Railroad has an inquiry out for 25,000 
tons of rails, and the Illinois Central 
for 20,000 tons. The Great Northern 
Railroad is in the market for 250,000 
tie plates. Export orders for steel rails 
are also coming into the market. The 
South Manchurian railroad has inquired 
for 6000 tons, and other export in- 
quiries are being figured on by the 
mills. 

Little that is‘encouraging can be said 
about prices on iron and steel products. 
They are only fairly strong and here 
and there when desirable orders come 
cut are very often shaded. Reports 
continue that $2.50 for wire nails is 
being cut, but local jobbers say that 
they have not been able to place orders 
with mills under that figure. However, 
the Jones & Laughlin Steel Co. has 
made heavy shipments of wire and wire 
nails to leading consuming points down 
the Ohio River, and in this way has 
been able to name delivered prices on 
wire and wire nails and wire fencing 
somewhat below the delivered prices 
based on $2.50, Pittsburgh, for nails, 
plus the regular railroad freight rate. 
This may be the reason why there are 
persistent reports that prices are being 
cut. 

There is some weakness in prices of 
soft steel bars, also in reinforcing bars 
and on hot-rolled strip steel. Prices on 
pig iron in nearly all markets went off 
from 25 to 50 cents per ton in the past 
week. In the Pittsburgh district basic 
has settled down to $18, Valley fur- 
nace, and No. 2 foundry iron to $19, 
Valley furnace, the freight rate for 
delivery in the Pittsburgh district being 
$1.96 per ton. The general tendency of 
prices on foundry iron is downward, as 
leading foundries all over the country 
are doing very little work. It is not 
believed there will be any serious de- 
cline in prices on iron and steel prod- 
ucts, nor is any advance looked for, 
and none will take place until demand 
is a good deal heavier than it is now. 

Conditions in the hardware trade as 
regards new developments are about 
the same as in heavy iron and steel. 
The volume of business is fairly good, 
and it is believed will be a good deal 
larger just as soon as the spring de- 
mand starts up, which is expected to 
be quite heavy this year. The demand 


for seasonable hardware is fairly good, 
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and the outlook for the building season 
in the Pittsburgh district is better than 
it has been at any time since before 
the war. While it is true that building 
costs are still 75 per cent or more 
higher than before the war, builders of 
small houses, apartments and duplexes, 
are willing to take a chance on building 
at present high costs, and getting a 
fair interest on the investment by re- 
ceiving tht prevailing high rents. 

Price changes in hardware in the past 
week were not very important. It is 
believed that liquidation in hardware 
prices has been pretty well accom- 
plished, and no serious declines are 
looked for unless manufacturers should 
make further reductions in prices of 
their goods, in which event the jobbers 
and retailers will pass such reductions 
along promptly to their customers. 
There have been some slight reductions 
made on some lines of saddlery hard- 
ware and harness chain. The most radi- 
cal reduction in prices made during the 
week was one of from 10 to 15 per cent 
on window glass. 


Automobile Accessories.—A decided 
cold snap developed in the past week, 
the thermometer going to about zero, 
and this has resulted in quite an in- 
crease in demand for automobile acces- 
sories such as foot warmers, robes, and 
other goods. On the staple lines such 
as tires and tubes demand is quiet. 
There is still a feeling that prices of 
most accessories will be lower in the 
near future, and owners of cars are 
buying only such accessories as they 
absolutely need. Prices are about the 
same as previously reported. 


Jobbers quote from stocks, f.o.b. Pitts- 
burgh, about as follows: Reliance jacks, 
No. 1, $2.33; No. 2, $3.33, in lots of 12; A. 
Cc. Titan spark plugs, 65c. in lots up to 10, 
and 58c, in lots of from 10 to 100; Derf 
spark plugs, 96c. each for all sizes, in lots 
less than 50; Champion X, 50c. each for 
less than 100, and 48c: each for over 100; 
Champion regular, 58c. each for less than 
100, all sizes, and 56c. each for over 100. 


Aluminum Ware.—Local retail stores 
report a decided increase in the demand 
for kitchen aluminum ware since the 
recent reduction in prices. Department 
stores are still featuring certain lines 
of aluminum ware, on which they make 
a low price in order to help sales of 
other goods. The demand is not yet as 
large as dealers would like to have it. 


Axes.—Some small orders for axes 
are being placed, most of these for 
shipment later on, but generally speak- 
ing, the demand is quiet, and not likely 
to be much better for some time. Prices 
are holding firm. 


Jobbers auote from stocks f.o.b. Pitts- 
burgh, as follows: First grade single bitted 
axes, handled, $21 per doz.; unhandled, $17 
per doz.; double bitted axes, handled, $26.50 
per doz.; unhandled, $22.50 per doz; second 
grade axes, single bitted, handled, $19 per 
doz.; unhandled, $16 per doz.; double bitted, 
handled, $24 per doz.; unhandled, $21 per 


doz. 

Chain.—Under date Jan. 10, the 
United States Chain & Forge Co., Pitts- 
burgh, issued a new discount sheet, No. 
8, showing slight reductions on certain 
items in harness chain and saddlery 
hardware. 

Bolts and Nuts.—There is no increase 
in the demand, which has been very 
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quiet for some time. Local makers are 
meeting some lower prices-on nuts and 
bolts made by some makers in other 
districts. 


Local jobbers continue to quote on orders 
from stock as follows: 

Large structural and ship rivets, $2.25 tp 
$2.40 base; large boiler rivets, $2.35 to $2.59 | 
base; small rivets, 70, 10 and 5 to 70, 10 ana 
10 per cent off list. Machine bolts, small, 
rolled threads, 70, 10 and 5 to 70, 10 and 
7% per cent off list. Machine bolts, 
cut threads, 70 and 5 to 70 and 10 per cent 
off list. Machine bolts, larger and | , 
65, 10 and 5 to 70 and 10 per cent off ligt, 
Carriage bolts, % in. x 6 in.: Smaller and 
shorter rolled thread, 65, 10 and 10 per cent 
off list. Cut threads, 65 and 10 to 70 per 
cent off list. Longer and larger sizes, § 
and 10 to 70 per cent off list. Lag bolts, 9 
and 10 to 70, 10 and 5 per cent off ligt, 
Plow bolts, Nos. 1, 2 and 3 heads, 60 and 19 
per cent off list. Other style heads, 20 per 
cent extra. Machine bolts c.p.c. and t 
nuts, % in. x 4in. Smaller and shorter, 6§ 
and 5 per cent off list. Larger and longer 
sizes, 65 per cent off list. Hot pressed gq, 
or hex. blank nuts, $5.50 off list. Hot pressed 
nuts, tapped, $5 to $5.20 off list. C.p.c. and 
t. sq. or hex. blank nuts, $5.25 off list, 
C.p.c. and t. sq. or hex, blank nuts, tapped, 
$5 off list Semi-finished hex. nuts: \ in, 
to ¥% in., inclusive, 80, 10 and 10 per cent off 
list; small sizes S. A. E., 80, 10. 10 and 16 
per cent off list; % in. to 1 in., inclusive, 
U. 8S. S. and S. A. EB., 70, 10, 10 and 10 per 
cent off list. Stove bolts in packages, 80, 
10 and 5 per cent off list. Stove bolts in 
bulk, 80, 10 and 75 per cent off list. Tire 
bolts, 65, 10 and 10 per cent off list. Track 
bolts, carloads, 3.25c. to 3.50c. base. Track 
bolts, less than carloads, 4.25c. to 4.50c. 

Upset Square and Hex. Heac Cap Screws. 
—¥% in. and under, 75 and 10 to 80 and 10 
per cent off list; *% to ™% in., 75 and # 
to 80 and 10 per cent off list. 

Upset Set Screws.—¥% in. and undér, 80, 
10 and 5 to 85 per cent off list; to % in, 
80, 10 and 5 to 85 per cent off list. 

Milled uare and Hex. Cap Screws.— 
All sizes, 70 and 10 per cent off list. 

Mill Set Screws.—All sizes, 70, 10 and 5 
per cent off list, 

Small lots take 10 to 20 per cent advange 
over above prices. 


Galvanized Ware.—Some makers have 
announced a revision in prices on gal 
vanized ware such as garbage cans, 
watering pots and other goods, amount- 
ing to about 10 per cent or more. 


Iron and Steel Bars.—The new de- 
mand is slow and mostly for small lots 
for actual needs. Prices are none too 
strong, as all the mills are badly in 
need of orders. 

We quote steel bars rolled from billets at 
1.50¢c. to 1.60c.; reinforcing bars rolled from 
billets, 1.50c. to 1.60c. base; reinforeing 
bars, rolled from old rails, 1.45c. to 1.50¢.; 
refined iron bars, 2c. to 2.25c. in carloads 
f.o.b. mill, Pittsburgh. 


Screen Doors.—The Continental Co, 
Detroit, has announced a reduction of 
about 10 per cent on its li.¢s of win 
dow and door screens, effe*tive from 
Jan. 16. 

Sheets.—Large consumers of sheets 
are going slow in the matter of placing 
orders for delivery in the first quarter 
of this year at the prices fixed some 
few weeks ago, not being fully satis- 
fied that they will hold firm, However, 
the mills have a fair amount of new 
business on their books and are rut- 
ning from 60 to 75 per cent of normal 
capacity. Jobbers report a fair move 
ment of sheets from stock to retailers. 


Jobbers continue to quote sheets for de 
livery from stock, f.o.b. Pittsburgh, as fol- 
lows: Blue annealed sheets, 2.75c. to 85 
No, 28 gage Bessemer black sheets, 3.25¢ 
to 3.50c., and No. 28 gage galvanized, 4.25¢ 
to 4.50c, in small lots from store. Prices 
quoted depend largely on the size of the 
order, 


Sand Paper.—There has been a get 
eral average reduction of 5 per cent if 
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this product announced a few days ago 


by all the makers. 


Spades.—There was a government 
gale of war materials at the Arsenal 
in this city a few days ago, and no less 
than 30,000 spades, which were shipped 
to France, and then back to this coun- 
try, were sold to dealers. It is not 
known what prices they brought, but 
they were sold at very low figures, and 
afe now being offered to jobbers in this 


city 

Window Glass.—Last week there was 
a general reduction in prices on window 
glass ranging from.10 to 15 per cent. 
Jobbers now quote single strength, A 


Office of HARDWARE AGE, 
604 Mercantile Library Bldg. 
Cincinnati, Ohio, Jan. 28. 


ESPITE the fact that January is 

usually a dull month, the hard- 
ware trade is very well pleased with 
the volume of business being done. 
Orders, however, are still small, and 
for immediate shipment, but they are 
distinctly more numerous, and jobbers 
and dealers alike are filled with confi- 
dence as to the future. 
“While the year 1921 was one of great 
deflation in the hardware trade, most 
of the jobbers and dealers came out of 
it in good shape, and those concerns 
showing red ink on their annual state- 
ment will be small iit number, This 
does not mean that the year was a 
highly profitable one, however, but it 
is a fact that nearly all hardware deal- 
ers came out a little ahead. 

Cold weather experienced during the 
present week has created somewhat of 
a run on cold weather specialties, such 
as stoves, heaters, ice skates, and win- 
ter automobile accessories. These lines 
had been rather slow, but with a con- 
tinuation of any kind of winter weather, 
there will be little complaint on the 
part of dealers, who had been pretty 
well stocked up with this class of goods, 
and who will, at the present rate of 
sales, carry little stock over to next 
winter. 

Price ehanges have been few and far 
between during the week just closed. 
Local jobbers have reduced prices on 
bolts and nuts, but no corresponding 
reductions have been received from 
makers. Glass manufacturers have re- 
duced their prices to below the level 
prevailing before 1917, and it is stated 
that prices in the industry are now at 
rock bottom, despite the fact that for- 
eign competition is keen. A reduction 
in some miscellaneous articles of build- 
ers’ hardware is also announced, but 
the changes are only of minor im- 
portance, and hardly affect the general 
line. On the other hand, it is expected 
that an advance will shortly be an- 
nounced in roofing materials, as most 
manufacturers are reported to be booked 
with orders sufficient to insure full 
operation till April 1, and as most of 
these orders were booked at prices very 
tlose to manufacturing costs, an in- 
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& B 85 per cent off, double strength, 
A, 85 per cent off, and double strength, 
B, 87 per cent off. 

Wire Products.—The new demand is 
still for small lots to round out stocks 
but jobbers and retailers are not yet 
inclined to buy ahead. Several local 
mills making nails and wire report they 
are receiving slow specifications against 
contracts. Prices are holding fairly 
firm, but it is claimed are being shaded 
in a few districts where mills have cer- 
tain advantages in freight rates. The 
Jones & Laughlin Steel Co. of this city 
will soon make a very heavy shipment 
of wire nails and wire to Southern 
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crease is necessary to let the manufac- 
turers out at least even. 

One particularly gratifying feature of 
the hardware trade is the promptness 
dealers are displaying in paying their 
bills. Collections are uniformly good, 
and while there are some instances 
where accounts are somewhat slow, due 
to special circumstances, on the whole 
dealers are discounting their bills right 
up to the minute. 

The convention season is now in full 
swing, and dealers and jobbers are 
taking the usual active part in their 
deliberations. It is believed that the 
attendance this year at the State con- 
ventions in this section of the country 
will be the largest ever witnessed. That 
many things of interest to the trade 
will be brought up and discussed is to 
be expected if one is to judge by the 
gist of the remarks of the dealers in 
this vicinity. 

Automobile Accessories.—A cold spell 
during the past two weeks developed a 
heavy demand for winter accessories, 
and such items as engine and radiator 
covers, chains, anti-freeze solutions, 
etc., moved very well from dealers’ 
shelves. There is now some interest 
being shown in spring goods, and while 
the orders are not particularly heavy, 
jobbers are confident that this year’s 
‘business will be better than last year, 
as prices have been reduced to the point 
where dealers are not afraid to carry 
a fair-sized stock. 

Builders’ Hardware—This is the 
bright spot in the trade, and while dur- 
ing the past week or so jobbers noted 
a slight falling off in the demand, this 
is easily accounted for by weather con- 
ditions. Dealers, however, report their 
sales as heavy. There has been a slight 
reduction in some of the miscellaneous 
items of builders’ hardware, but on the 
whole line prices are firm, 2nd the indi- 
cations are that no reductions will be 
seen for some time to come. 

Bolts and Nuts.—Local jobbers have 
made some reductions in bolt and nut 
prices during the past week, the aver- 
age decline being about 10 per cent. 
The demand for bolts and nuts is in- 
creasing slightly, and the outlook is 
better than for some time. 


We quote from Cincinnati jobbers’ stocks: 
Machine bolts, small sizes, 70 and 5 off; 
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Ohio river points by water. 


Jobbers continue to quote from stock, 
f.o.b. Pittsburgh, as follows: Wire nails, 
$2.75 base per keg; galvanized, 1 in. and 
longer, including large-head barbed roofing 
nails, taking an advance over this price of 
$1.25, and shorter than 1 in., $1.75; bright 
Bessemer and basic wire, $2.50 per 100 Ib.; 
annealed fence wire, Nos. 6 to 9, $2.50; gal- 
vanized wire, $3; galvanized barbed wire, 
$3.25; galvanized fence staples, $2.25; 
painted barbed wire, $2.75; polished fence 
staples, $1.75; cement coated nails, per 
count keg, $2.25 to $2.35; these prices being 
subject to the usual advance for the 
smaller trade, all f.o.b. Pittsburgh, freight 
added to point of delivery, terms 60 days, 
net, less 2 per cent off for cash in 10 days. 
Discounts on woven-wire fencing are 68 to 
70% per cent off list for carload lots, 67 
to 69% per cent for 1000-rod lots, and 66 to 
68% per cent for small lots, f.o.b. Pitts- 
burgh. 


large sizes, 60, 10 and 5 off; carriage bolts, 
small sizes, 60, 10 and 5 off; large sizes, 60 
cff; stove bolts, 80 and 10 off; semi-finished 
nuts, 9/16 in. and smaller, 80, 10 and 10 
off; larger sizes, 75, 10 and 10 off. 


Drills.—The situation as regards 
drills continues to show a slight im- 
provement. Prices are unchanged, with 
no immediate prospects of a reduction. 

We quote from Cincinnati jobbers’ stocks: 
Carbon drills, 60 and 5 off; high speed 
drills, 35 and 5 off. 

Eaves Trough and Conductor Pipe.— 
The long-expected decline in prices of 
these items has at last materialized. 
The demand has fallen off to some ex- 
tent, but this is probably due to the 
cold weather making it uncomfortable 
for outside work. 

We quote from Cincinnati jobbers’ stocks: 
28-ga., 5-in., eaves trough, $4.00 per 100 
ft.; 28-ga., 3-in., corrugated conductor 
pipe, $4.00 per 100 ft.; 3-in. corrugated 
conductor elbows, $1.51 per doz. 

Files—An improved demand for 
files is reported by practically all job- 
bers. There have been no recent price 
changes, and the usual quotation is 65 
off on all makes. 

Glass.—There have been further re- 
ductions made in window glass, bring- 
ing prices down: to the level prevailing 
before 1917. The reduction on window 
glass averages 15 to 20 per cent, and 
on wire and figure glass 15 per cent. 
Plate glass prices remain unchanged, a 
reduction having been made in this line 
in November. Local jobbers believe 
that glass prices have now been re- 
duced as far as it is possible to go, and 
are not looking for further changes for 
a long time. The demand for window 
glass is showing a steady improvement, 
and the prospects for a big season were 
never better. Window glass is now 
quoted by most jobbers at 84 per cent 
discount. 

Guns and Rifles.—Stevens and Win- 
chester guns and rifles have been re- 
duced 10 per cent and local jobbers 
have changed their prices accordingly. 

Galvanized Ware.—Some local job- 
bers have reduced their prices on gal- 
vanized ware, in line with reductions 
received from manufacturers whose lines 
they handle. The demand for galvanized 
ware is somewhat quiet at the present 
time, but some interest is being shown 
in future, as stocks in dealers’ hands 
are not large. 

We quote from Cincinnati jobbers’ stocks: 
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Galvanized pails, 10-qt., $2.00 per doz.; 
12-qt., $2.25 per doz.; 14-qt., $2.50 per doz.; 
16-qt., $3.25 per doz.; galvanized tubs, No. 
0, $4.75 per doz.; No. 1, $5.75 per doz.; No. 
2, $6.50 per doz.; No. 3, $7.60 per doz 

Ice Skates.—The cold weather of the 
past week or so has frozen over the 
lakes in the city parks, and as a result 
skating is now being indulged in by 
the younger set. The demand for 
skates is exceedingly good, and dealers 
who have been carrying quite a stock 
for the past two years, have been able 
to move practically all of them. 


Nails.—There is very little to report 
in the nail situation. Some nails have 
been moved at $2.95 per keg, but the 
general asking price is $3 per keg, 
base. Orders are coming in nicely, and 
the prospects for a good movement dur- 
ing the year are bright, as building 
operations will undoubtedly be heavy if 
one is to judge by the reports being re- 
ceived. 


We quote from Cincinnati jobbers’ stocks: 
Common wire nails, $3.00 per keg, base. 


Paints and Oils.—Local jobbers re- 
port that this year promises to be the 
largest in their history. One well- 
known jobber informed the HARDWARE 
Ace that from Jan. 3 to Jan, 20 his 
sales this year exceed the total for the 
months of January and February of 
last year. He ascribes this to the de- 
pleted condition of stocks and the fact 
that much painting put off during the 
war years is now being undertaken. 
Prices are firming up considerably, and 
it is not expected that any reductions 
in mixed paints will be seen this spring. 
The market on linseed oil and. turpen- 
tine is also advancing steadily, the for- 
mer having jumped 6 cents per gallon 
in the past week, and turpentine 2 
cents. 


We quote from jobbers’ stocks, f.o.b. Cin- 
cinnati: Ready mixed house paints, $2.60 per 
gal.; linseed oil, in carload lots, 79c. per 


-gal.; turpentine, in carload lots, 92c. per 


gal.; lead, 13c. per Ib. 


Office of HARDWARE AGB, 
3725 Colfax Ave., So., 
Minneapolis, Minn., Jan. 23, 1922. 

USINESS conditions in general 

become more encouraging daily. 
Many of the smaller factories which 
have been practically closed for sev- 
eral months are coming into the mar- 
ket for supplies to begin operation on 
a small scale, feeling that there will 
soon be a demand for their products. 
Jobbers report that a small volume of 
orders and many inquiries have been 
received. All this tends to show that 
things are improving. 

From the retailers’ standpoint, trade 
in general is about as good as usual at 
this season of the year and all are en- 
thusiastic about future possibilities. 

Practically all manufacturers have 
reduced prices on wringers, cutlery, 
pliers, and aluminum cooking. utensils. 
The many reductions in prices which 
have come during the early part of 
the year should help materially to 
stimulate increased business. 
Builders’ Hardware.—The prospects 
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Rivets.—Local jobbers have made 
further price recessions in rivets, and 
all sizes are now quoted at 65 and 10 
off list. 


Rustless Rules—A 10 per cent re- 
duction is announced by manufacturers, 
and local jobbers have changed prices 
accordingly. 

Cincinnati jobbers’ now quote: Rustless 


rules, 4-ft., $11.00 per doz.; 5-ft., $14.25 
per doz.; 6-ft. $16.50 per doz. 


Rope.—There have been no further 
changes in rope prices. The demand is 
showing signs of picking up. 

We quote from Cincinnati jobbers’ stocks: 


Manila rops, 18%c. per Ib.; sisal, 11%c. 
per Ib. 


Roofing Paper.—Manufacturers of 
roofing paper are reported to be sold 
up on their output till April 1, and it 
would not be surprising if a price ad- 
vance were to be announced shortly. 
Some manufacturers have already made 
a change, but local jobbers are still 
sitting tight until more definite infor- 
mation is available. 


Soapstone Pencils—A slight reduc- 
tion has been made by manufacturers 
and local jobbers at once put the lower 
price in effect. 


We now quote out of Cincinnati jobbers’ 
stocks: Round soapstone pencils, $2.50 per 
gross; square, $1.50 per gross; metal 
workers pencils, $2.75 per gross. 


Spring Cotters.—Local jobbers are 
now quoting spring cotters at 90, 30 
and 10 off. 

Sash Cord and Sash Weights.—The 
demand for both items is fair, with 
unchanged prices. 


Cincinnati jobbers’ quote: Silver Lake 
cord, No. 8, 57c. per Ib.; Franklin cord, 
No. 8, 36c, per Ib. 

Cast iron sash weights, $1.85 per 100 Ib. 


Steel Sheets.—There is an increasing 
demand for steel sheets, but the sales 
can still only be considered fair. How- 
ever, jobbers are satisfied with pros- 
pects. No further price changes are 
reported, No. 28 gage black sheets 


TWIN CITIES 


of a large volume of business in build- 
ers’ hardware are improving daily, and 
an increasing number of building per- 
mits are being taken out. Actual con- 
struction work will not, of course, 
open up until about April 1. 

Axes.—There is no material im- 
provement in sales in this line. Prices 
remain as last quoted. 

We quote from jobbers’ stocks, f.0.b. Twin 
Cities: Single bit, $14.50; double bit, $19.50 
base weights. 

Brads.—Sales of brads remain fair in 
a retail way, and wholesalers report a 
good volume of business with sash and 
door factories. Prices remain un- 
changed. 

We quote from jobbers’ stocks, f.o.b. Twin 
Cities: Brads in bulk, 75-10 per cent; in one 
pound packages, 75 per cent. 

Bolts.—The market continues to be 
rather inactive from the retailer’s 
standpoint. There has been a slight 
change from the reductions reported 
last week. 


We quote from jobbers’ stocks, f.o.b, Twin 
Cities: Small carriage bolts, 60-10 per cent; 
large carriage bolts, 60 per cent; small 
machine bolts, 60-10-10 per cént; large 
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being quoted at 4.25 cents and No. 2g 
gage galvanized at 5.25 cents. 


Shovels.—One of the manufacturers 
who recently announced an advance of 
$2 per dozen in shovels has withdrawn 
the new price. Local jobbers are of the 
opinion that the higher price will not 
be maintained, and have not made any 
changes in quotations. 


Screws.—A slight reduction in mg- 
chine and wood screws was made by 
local jobbers during the week. The 
demand is still increasing, but grad- 
vally. 

We quote from Cincinnati jobbers’ stocks: 
Machine screws, all sizes, 75, 10 and 10 off; 
cap screws, 75 off; set screws, 80 off; coach 
screws, 65 off; wood screws, 85 and 5 off. 

Stove Boards.—A reduction of 5 per 
cent has been made in stove board 
prices by some jobbers, but as the 
season is over this is interesting only 
as a matter of record. However, dur- 
ing the present cold spell dealers have 
had a good run on this item. 

Stoves and Heaters.—The colder 
weather experienced during the past 
week or so has been a blessing to many 
dealers, who had been carrying a fairly 
heavy stock of stoves and heaters, and 
who were able to move quite a number 
of them. 

Wire Products.—Buying for spring 
delivery has commenced, but has not 
attained heavy proportions as yet. 


Facing the experiences of last sum- 


mer, many dealers are now placing 
orders for wire cloth. Wire fencing is, 
also in fair demand. Jobbers antici- 
pate a good business, as dealers’ stocks 
are very badly depleted. 

We quote from Cincinnati jobbers’ stocks: 
No. 9 annealed wire, $2.85 per 100 Ibs; 
black pained wire cloth, $1.90 to $2.00 per 
100 sq. ft. 

Wood Handles.—Some jobbers are 
now quoting hammer and hatchet 
handles at 60 off. 


machine bolts, 60-5 per cent; stove bolts, 
80 per cent; lag screws, 65 per cent. 

Coal Hods.—There is very little de- 
mand at the present time for coal hods. 
Prices remain firm. 

We quote from jobbers’ stocks, f.o.b. Twin 
Cities: Japanned, open, 17 in., $3.95; 
japanned, open, 18 in., $4.40; japanned, 
funneled, 17 in., $4.95; japanned, funnel, 
18 in., $5.45; galvanized, open, 17 in., $5.25; 
galvanized, open, 18 in., 5.70; galvanized, 
fennel, Pi in., $6.45; galvanized, funnel, 

n., $7. 


Eaves Trough, Conductor Pipe and 
Elbows.—No retail demand has de- 
veloped as yet as it is too early in the 
season, but a fair volume of business 
is expected with the opening of the 
spring season. Prices are unchanged. 

We quote from jobbers’ stocks, f.o.b. Twin 
Cities: Eaves trough, 28 ga., 5 in., 
joint, single bead, $4.50 per 100 ft.; 3 in. 
conductor pipe, 28 ga., corrugated, $4.50 
per 100 ft.; elbows, 3 in., corrugated, -$1.63 
per doz. : 

Files.—Market conditions on files do 
not show any signs of improvement a8 
yet. Jobbers’ stocks are ample and 
prices are the same. 


We quote from local jobbers’ stocks, f.0.b. 
Twin a 





ane #0 2. eo 


ities: Nicholson files, 60-5 per cent; 4 




































































ary 2, 1922 


‘ files, 70-24% per cent; Disston files, 
‘foi per cent. 


Galvanized Ware.—Sales do not as 
show any particular improvement, 
although the recent reductions in 
are expected to stimulate busi- 

ness. Jobbers’ stocks are ample. 
We quote from jobbers’ stocks, f.o.b. Twin 


Cities: Galvanaes er No. 1, $6.10 per 
foz.; No. 2, 96.88 No. oe ; goat _ 
vanized, No. 1, $12.00; No. 2, $13.00 


3, 
Standard 10 quart galvanized go 
a per doz.; 12 quart, $2.35; 14 quart, 
Standard 16 quart stock pails, $4.25; 
$4.80; Heavy stock pails, 1 quart; 

$6.00; 1 + quart, $7.35. 

Lanterns.—The demand for lanterns 
is considered fair for this season. 
There has been a slight decline in 
prices. 

We quote from jobbers’ stocks, f.o.b. Twin 
Cities: Tubular, long globe, $12.60 per doz.; 
tubular short globe, bom 40 per doz.; tubu- 
lar, dash, $16.80 per doz. 

Nails.—There is a fair retail demand 
for nails, and large users are making 
arrangements for nails for later de- 
livery. There has been no further 
change since decline reported in last 
week’s issue. 

We quote from jobbers’ stocks, f.o.b. Twin 
Cities: Standard wire _. $3.60 base; 
cement coated nails, $2.80 base. 

Oil Heaters——The demand for oil 
heaters is small, and very little further 
business can be expected this season. 
Prices remain as last quoted. 

We quote from jobbers’ stocks, f.0.b. Twin 
Cities: Japanned, polished steel, 3-qt. 
capacity, $3.50 each; nickeled, polished 
steel, 4-qt. capacity, $5.40 each; blue enam- 
eled body, 4-qt. capacity, $7 each. 

Paper.—There is practically no re- 
tail demand in this line as yet, but 
with the large amount of construction 
work which will soon get under way, 
avery satisfactory volume of business 
is expected. In addition to the decline 
in tarred felt reported last week there 
has been a further decline in red rosin 
sheathing. 


We quote from jobbers’ stocks, f.o.b. Twin 
No, 2 tarred felt, $2.57 per cwt.; 
string felt, $1.42 per cwt.; red rosin sheath- 
Ing, $2.19 per cwt. 


Accessories a Feature of 


Cleveland Auto Show 


Accessories were an important fea- 
ture of the Cleveland Automobile Show 
held in the Wigmore Coliseum of that 
tity Jan. 21 to 28 under the auspices of 
the Cleveland Automobile Manufactur- 
ers’ and Dealers’ Association. The ac- 
cessory exhibits were about fifty in 
number, being larger than during pre- 
vious automobile shows in that city. A 
large share of these were practical ap- 
Pliances designed to make the operation 
of cars easier and safer. Specialties 
predominated, there being few exhibits 
of the more standard supplies, such as 
tires and spark plugs. 

The accessory booths were well ar- 
Tanged and seemed to attract about as 
much attention as the display of auto- 
Mobiles. Exhibits of newer types of 
Scessory equipment were numerous. 
Among the most predominating of 
these that appeal to the retail hard- 
Ware dealer was the display of four or 
makes of rear fender safety signals 
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Rope.—The demand for rope is only 
of very small volume, as it is too early 
in the season. There has been no 
change since the advance reported in 
sisal rope in the last issue. 

We quote from jobbers’ stocks, f.o.b. Twin 
Cities: Pure manila rope, 19% cents per 
Ib. base; pure sisal rope, 16% cents per Ib. 
base. 

Sandpaper. — Retail demand _  con- 
tinues to be rather light, but the fac- 
tory business remains good. Prices 
show no change. 

We quote from jobbers’ stocks, f.o.b. Twin 
Cities: Best grade, No. 1, at $7.20 per 
ream; second grade No. 1 at $6.50 per 
ream; No. 1 garnet paper, $15 per ream. 

Sash Cord.—Very few retail sales 
are now being made, but there is a 
great deal of interest shown for de- 
livery when construction work gets un- 
der way. Prices remain the same. 

We quote from jobbers’ stocks, f.o.b. Twin 
Cities: Best grades, 65c. per Ib.; ordinary 
grades, 36c. per Ib. 

Sash Weights.—There is very little 
demand for this line at this season of 
the year. Prices remain as last quoted. 

We quote from jobbers’ stocks, f.o.b. Twin 
Cities: $2.20 per cwt. 

Screws.—There continues to be a 
fairly good demand for screws for im- 
mediate and future delivery, and a bet- 
ter volume of business is expected 
within the next two months. We now 
show declines in brass screws which 
were omitted in the last week’s report. 


We quote from jobbers’ stocks, f.o.b. Twin 
Cities: Plat head bright screws, 85 per 
cent; round head blued screws, 82% per 
cent; flat head japanned screws, 75 per 
cent; flat head brass screws, 75-10 per cent; 
round head brass screws, 75 per cent. 


Snow Shovels and Sidewalk Scrap- 
ers.—While the demand for scrapers is 
better than that for shovels there is 
very little activity in the retail market. 
Prices remain as for some time past. 


We quote from jobbers’ stocks, f.o.b. Twin 
Cities: Wood, straight handle, $5.20 per 
doz.; steel blade, straight handle, $4.50 per 
doz.; galvanized, steel blade, $11 per doz.; 
steel sidewalk scrapers, $4.50 per doz. 





with demonstrations of their operations. 
Among the newer accessories were sev- 
eral automatic windshield cleaners. 
The exhibit of shock absorbers included 
several types. Bumpers were shown by 
a number of makers in various im- 
proved designs and in wood as well as 
steel. Automobile locks for the steer- 
ing wheel were displayed in several 
types. Tiwo gasoline filters for attach- 
ment to cars were shown. There were 
also various types of spring lubricators. 
For Ford cars there was a combination 
filter and gage, making it possible to 
fill the tank without removing the seat 
cushion. 


The Pike Manufacturing Co., 151 
Chambers Street, New York City, is 
now the metropolitan representative 
and distributor of the Burns bread 
knife, manufactured by the Burns 
Manufacturing Co., Syracuse, N. Y. 


Franklin G. Smith, president Osborn 
Mfg. Co., Cleveland, sailed from New 
York Jan. 18, on a two or three months’ 





Solder.—There is a very satisfactory 
demand for solder at this time. Prices. 
show no change since last week’s re- 
port. 


We quote from jobbers’ stocks, f.o.b. Twin 
Cities: Half and half solder, 25 cents per 
pound. 


Steel Sheets.—There is perhaps a 
trifle improvement in the demand for 
steel sheets, but not of any particular 
consequence, Prices are unchanged. 


We quote from jobbers’ stocks, f.o.b. Twin 
Cities: 28 gage galvanized sheets, $5.25 per 
cwt.; 28 gage black sheets, $4.25. 


Steel Traps.—The market for steel 
traps is about as usual at this season. 
of the year. Prices remain as last 
quoted. 


We quote from jobbers’ stocks, f.o.b. Twin 


Cities: Victor No. 0, $1.71; No. 1, $2.01; 

No. 1%, $3.05; No. 2, $4.21; Newhouse, 

No. 0, $4.75; No. 1, $5.62; No. 1%, $8.50; 
2, $12.56. 


Tin Plate——The market for tin 
plate remains only of fair volume. 
Prices remain the same. 


We quote from jobbers’ stocks, f.o.b. Twin 
Cities: Furnace coke ICL, 20 x 28, $13.55; 
roofing tin, IC, 20 x 28, 8-Ib, coating, $13.50 


Wheelbarrows.—There .is_ scarcely 
any retail demand for wheelbarrows 
just at present, but inquiries are be- 
ginning to come in for such styles as 
are used in construction work. There 
has been a decline in prices of the 
steel tray barrows. 

We quote from jobbers’ stocks, f.o.b. Twin 
Cities: Wood stave, fully bolted, $36.00 per 
doz. ; No. 1 tubular steel, $6.35 each; No. 1, 
garden, $5.40 each. 

Wire—There is no particular de- 
mand for wire at this season, but a 
good volume of business is expected 
later. We are now able to announce 
reductions in prices of barbed wire in 
addition to decline in smooth wire re- 
ported last week. 


We quote from jobbers’ stocks, f.o.b. Twin 
Cities: Barbed wire, painted cattle, 80 rod 
spools, $3.07 per spool; galvanized cattle, 
$3.46; painted hog wire, $3.28; galvanized 
hog wire, $3.70; smooth black annealed, No. 
9, $3.35 per cwt.; smooth galvanized an- 
nealed No. 9, $3.85 per cwt. 


business trip abroad. He will visit 
England, France, Germany and Bel- 
gium. 


Weidman with Inland Steel 
Forces 


Frank A. Weidman, for the past 
twelve years affiliated with the Amer- 
ican Sheet & Tin Plate Co., in the spe- 
cial agent’s department at Pittsburgh, 
has joined the Inland Steel Co., Chi- 
cago, as special representative. 


New Hotel for Travelers 


The Bostonian, a new hotel to be 
built in Boston, Mass., at an expense 
of approximately $10,000,000 will rank, 
it is said, as the third largest hotel in 
the United States. The new hotel 1s 
being planned it is said primarily for 
the comfort and convenience of the 
commercial traveler and will have 
more than one hundred rooms and 
baths with outside light, good ventila- 
tion and modern plumbing. 
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Coming Hardware Conventions 





IDAHO RETAIL HARDWARE AND IM- 
PLEMENT DEALERS’ ASSOCIATION CON- 
VENTION, Wheeling, Jan. 31, Feb. 1, 2, 
1922. E. E. Lucas, secretary, Hutton 
Building, Spokane, Wash. 


WEST VIRGINIA HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, 
Wheeling, Jan. 31, Feb. 1, 2, 1922. 
James B. Carson, secretary, 1001 
Schwind Building, Dayton, Ohio. 

NEBRASKA RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Lincoln, Jan. 31, 
Feb. 1, 2, 3, 1922. George H. Dietz, 
secretary, 414-417 Little Building, Lin- 
coln. 

NORTH DAKOTA RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Minot, Feb. 8, 9, 10, 1922. 
Charles N. Barnes, secretary, Grand 
Forks. 

IowA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Des 
Moines, Feb. 21, 22, 23, 24, 1922. Ex- 
hibition at the Coliseum. A. R. Sale, 
secretary, Mason City. 

MICHIGAN RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Grand Rapids, Feb. 7, 8, 9, 10, 1922. 
Karl S. Judson, exhibit manager, 248 
Morris Avenue, Grand Rapids; A. J. 
Scott, secretary, Marine City. 

OKLAHOMA HARDWARE AND. IMPLE- 
MENT ASSOCIATION CONVENTION AND 
EXHIBITION. City Auditorium, Okla- 
homa City, Feb. 7, 8, 9, 10,1922. W. B. 
Porch, secretary-treasurer, Oklahoma 
City. 

WISCONSIN RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Milwaukee, Feb. 8, 9, 10, 1922. P. J. 
Jacobs, secretary, Stevens Point. 

PENNSYLVANIA AND ATLANTIC SEA- 
BOARD HARDWARE ASSOCIATION, INC., 
CONVENTION AND EXHIBITION, Phila- 
delphia Commercial Museum, Philadel- 
phia, Feb. 13, 14, 15, 16, 17, 1922. 


wenn 


Sharon E. Jones, secretary, 1314 Ful- 
ton Building, Pittsburgh. 

CALIFORNIA RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION, 
San Francisco, Feb. 14, 15, 16, 1922. 
LeRoy Smith, secretary, 1112 Market 
Street, San Francisco. 

ILLINOIS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Hotel Sherman, Chi- 
cago, Feb. 14, 15,-16, 1922. Leon D. 
Nish, secretary, Elgin. 

MINNESOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION, St. Paul, Feb. 14, 
15, 16, 17, 1922. H. O. Roberts, secre- 
tary, 1030 Metropolitan Life Building, 
Minneapolis. 

OHIO HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Columbus, 
Feb. 14, 15, 16, 17, 1922. Headquar- 
ters, Deshler Hotel. Exhibition, Me- 
morial Hall. James B. Carson, secre- 
tary, 1001 Schwind Building, Dayton. 

CONNECTICUT HARDWARE ASSOCIA- 
TION CONVENTION, Hotel Bond, Hart- 
ford, Feb. 16, 17, 1922. Henry S. 
Hitchcock, secretary, Woodbury. 

MISSOURI RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, St. 
Louis, Planters Hotel, Feb. 21, 22, 23, 
1922. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

VIRGINIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Roanoke, Feb. 15, 
16, 17, 1922. Thomas B. Howell, secre- 
tary, Richmond. 

NEw YorK STATE RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHI- 
BITION, Rochester, Feb. 21, 22, 23, 24, 
1922. Exhibition at Exposition Park. 
Headquarters and sessions at Powers 
Hotel. J. B. Foley, secretary, 412-413 
City Bank Building, Syracuse. 

NEw ENGLAND HARDWARE DEALERS’ 
ASSOCIATION CONVENTION AND EXHI- 
BITION, Paul Revere Hall, Mechanics’ 
Building, Boston, Mass., Feb. 21, 22, 


‘orn 


28, 1922. George A. Fiel, secretary, 10 
High Street, Boston. 

South DAKOTA RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHIBE 
TION, Mitchell, Feb. 21, 22, 28, 24, 1922, 
H. O. Roberts, secretary, 1030 Metro- 
politan Life Building, Minneapolis, 
Minn. 


SOUTHERN HARDWARE JOBBERS’ Assgo- 
CIATION CONVENTION, New Orleans, La, 
April 19, 20, 21, 1922. Headquarters, 
St. Charles Hotel. John Donnan, see- 
retary-treasurer, Richmond, Va. 


AMERICAN HARDWARE MANUFACTUR- 
ERS’ ASSOCIATION, New Orleans, La, 
April 19, 20, 21, 1922. Headquarters, 
St. Charles Hotel. F. D. Mitchell, 
secretary-treasurer, 4106 Woolworth 
Building, New York City. 

PANHANDLE HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, Ama- 
rillo, Tex., May 8, 9, 1922. Cc. L 
Thompson, secretary, Canyon, Tex. 


SOUTHEASTERN RETAIL HARDWARE 
AND IMPLEMENT ASSOCIATION, com- 
posed of Alabama, Florida, Georgia and 
Tennessee. Convention and Exhibition, 
Chattanooga, Tenn., May 9, 10, 11, 12, 
1922. Walter Harlan, secretary, 460 
St. James Building, Jacksonville, Fla. » 


CAROLINAS HARDWARE ASSOCIATION 
CONVENTION, Winston-Salem, May 117,, 
18, 19, 20, 1922. T.°W. Dixon, secre- 
tary, Charlotte, N. C. 


MISSISSIPPI RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION at Fair Grounds, 
Jackson, May 24, 25, 26, 1922. Head- 
quarters, Heidelburg Hotel. FE. R. 
Gross, secretary, Agricultural College. 


NATIONAL RETAIL HARDWARE AssOCI- 
ATION CONVENTION, Chicago, IIl., June 
19, 20, 21, 22, 23, 1922. Headquarters, 
Hotel Sherman. - Herbert P. Sheets, 
secretary-treasurer, Argos, Ind. 





The Application of Strategy to Business 


curate system of accounting and 
profit-figuring of the different depart- 
ments of the club was installed. 

The upshot of this work in this club 
was that at the end of the first twelve 
months of this form of management 
the loss of $10,000 per annum was 
turned into a profit of $10,000 per an- 
num—in other words—a difference of 
$20,000 in the income of the club and 
strange to say, the club prices were 
nowhere advanced! The conclusion of 
course is obvious. The manager de- 
cided to resign. I merely tell of this 


(Continued from page 112) 


incident because it clearly outlines my 
theory of having the accounting of 
a business separated just as much as 
possible from the rest of the business. 
The accounts in a business should only 
be under the direction of one of the 
leading officers in the business and they 
should be entirely independent of any 
of the heads of departments. 


Develop from Within 


I will briefly outline some of my ex- 
periences with salesmen. I never had 
much luck with the very high-priced 


men. I mean salesmen that came to 
me with great reputations they had 
built up with other houses. In almost 
every instance such salesmen proved 
a disappointment. I may say the same 
thing in regard to very high priced 
department heads.- For some reason 
they never made good. I was often 
reminded of the saying of some one to 
the effect that when a man drew a very 
large salary it took a good deal of his 
time to spend the salary! I have always 
had better luck in business with moder- 
ate-priced people. By this I mean mes 
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ho would start at a low salary and 
| then develop. The proper way is for 
gp organization to develop from within. 
Jn St. Louis there used to be a part 
af the town where the poor Irish lived. 
It was called Carey Patch. I got a lot 
gf good boys and men out of Carey 
Patch. One day I happened to remark 
| —"Thank God for Carey Patch!”—and 
the expression stuck to me for a long 










time. 

Recently at a gathering of some of 
| the leading sales managers and adver- 
' tising men of the country the question 

was discussed as to the best suggestion 
that could be given business men in the 
slling end of business for the year 
1922. After some discussion it was 
finally decided that there was no ques- 
tion whatever and that the best method 
to get results out of the selling end of 
the business was to plan very carefully 
indeed for the future, lay out these 
plans definitely on paper and then as 
the year progressed, check the results 
against th. plan. 


A Workable Plan 


The head of the sales department 
of a very successful house—a house 
that made a large increase in their 
gales in 1921 over 1920—told me that 
he believed that the strongest and best 
thing they did in their sales depart- 
ment was working out a plan and a 
quota for each year. This house sells 

goods all over the United States 
through general agents. They em- 
ploy hundreds of salesmen. He said 
that every one of these agencies was 
Tequired to make up a quota for each. 
salesman for every week and every 
month of the coming year and these 
quotas were all tabulated before the 
year started. He made the point that 
the head of the sales in New York did 
not assign these quotas to the field men, 
but the field agencies made up their own 
quotas and sent them on to head- 
rs. Then he showed me how 
y they had worked to their quotas 
in 1921, With such planning he said 
they knew in the first place what 
cing to do for their business— 
how much money they would. need. 
Then the manufacturing departments 
very closely indeed what would 
be required of them in the way of pro- 
duction. Others may be able to get 
along without quotas and without 
ing a year’s business ahead in 
every detail, but I do not see how we 
could possibly run our business with- 
out planning and without quotas. 

Then he smiled and said—“When I 
ask a salesman if he will work hard 
and do ‘his level best for the house the 

year, the salesman of course 
amswers—“Sure I will.” “You will do 
your part?”—he would ask the sales- 
ent “Yes”—answered the salesman 
—"T will do my part.” “All right”— 
this sales manager would then say— 
Us move on to the next step which 

just what is your part? Let us 

; out just what your part is and 
We will give that to you as your quota 
“id then we will check you up week by 
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week and month by month and see 
whether you actually are willing to do 
your part or not.” 


Keen Competition for 1922 


There is no doubt that in 1922 we are 
faced in all lines of business with one 
of the years of the keenest competition 
we have ever seen. Competition will 
be keener than ever before for one 
reason—because since 1914 the world 
has learned better than ever before the 
great power of organization. Or- 
ganized selling on a tremendous scale 
and with tremendous power is being 
put under way in this country this 
year. When an old-fashioned business 
man brought up in the old school at- 
tends the meetings of some of these 
sales and advertising organizations 
here in New York and learns what they 
are doing to bring to bear selling 
power, he is amazed at the thorough- 
ness with which the work is being done 
and how every element of success and 
failure is carefully worked out. He 
cannot help but think, as he sits and 
listens to the plans of some of these 
great selling organizations, what a slim 
chance some of the houses in business 
will have competing with them. In 
these days we cannot guess at figures. 
We must know them. We cannot af- 
ford to guess at certain elements in 
business. We must send out investi- 
gators and learn exactly what these 
elements are. 

The United States in the past twen- 
ty-five years has out-stripped the en- 
tire world in production. We have in- 
vested millions in modern manufactur- 
ing methods, automatic machinery, 
electric control, etc. Our capacity to 
produce cheaply on an enormous scale 
has been the wonder of the world. 
Of course Europe excels us in their 
skill in all manufacturing where hand 
work is required, but when it comes 
to use of machinery in production, we 
have no competitor in the world—not 
even in Germany. 


The Problem of Distribution 


On the other hand, the science of 
distribution—that is—the science of 
economical salesmanship in this coun- 
try lags far behind the science of pro- 
duction. We are not distributing our 
goods in the United States as econ- 
omically as we should. It is costing 
us too much after the goods are manu- 
factured to distribute them. Any com- 
parison of the cost of manufacturing 
any line of leading articles in general 
consumption with the cost of selling 
them through the channel of the manu- 
facturer, the jobber and the retail mer- 
chant will show that the spread be- 
tween the cost of the goods as they 
leave the factory machine and the price 
of these goods as bought by the con- 
sumer is entirely too great. It is this 
spread in the cost of the goods reach- 
ing the consumer that the science of 
distribution, which in the last analysis 
is the science of modern salesmanship, 
must grapple, study and apply the 
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remedy in a more economical cost of 
distribution. 


Methods of Solution 


This problem in recent years is being 
approached from a number of different 
angles. One of them is the great mail 
order house. This system of distribu- 
tion is from the manufacturer to the 
mail order house to the consumer. 
This system leaves out all personal 
contact between the seller and the con- 
sumer. Another system that has been 
developed is the line of chain stores. 
This system is from the manufacturer 
to the chain store to the consumer. 
Another system that is just beginning 
to be felt in this country is the co- 
operative store. This system is distri- 
bution from the manufacturer to the 
co-operative store to the consumer 
with the consumer sharing in the 
profits on his own purchases. Another 
system that has been apparently suc- 
cessful in the drug line is the distribu- 
tion of goods to: retail merchants 
through co-operative jobbers. This 
system means the distribution from 
manufacturer to ‘these co-operative 
jobbers to the retail merchant, the re- 
tail merchant sharing in the profits on 
his own business through holding 
stock in the co-operative jobbing con- 
cern. 

It will be noticed in all these cases 
that the old established system of dis- 
tributing goods from manufacturer to 
jobber, and jobber to retail merchant, 
and retail] merchant to consumer has 
been changed and the old line jobber 
has been eliminated. Therefore in my 
next article I will take up a study of 
the position of the jobber in modern 
scientific distribution. We will con- 
sider the old question of whether the 
jobber is necessary or not. We will 
tell some of the very plain things that 
manufacturers have to say about job- 
bers and the usefulness of the jobber 
in distributing goods. Some manu- 
facturers depend’ upon the jobbers to 
distribute their goods for them. Other 
manufacturers are going direct to the 
retail trade. Still other manufacturers 
are adopting the policy of using the 
jobber simply for distribytion, not 
counting on him as a sales organization 
at all, the manufacturer himself 
through his missionary salesmen intro- 
ducing his own goods to the retail trade, 
even going direct to the consumer. 

In the coming article we will lay be- 
fore the hardware jobbers of the coun- 
try just what dozens of great manu- 
facturers say about them as dis- 
tributing and selling organizations. 
Please note the distinction I draw be- 
tween a distributor and one that makes 
sales. A distributor in the sense I have 
in mind simply warehouses the goods 
and when they are called for by the 
retail trade, ships and bills them. A 
selling organization on the other hand 
is one that not only carries goods in 
stock and fills orders, but actually 
sends out trained salesmen to create 
a demand for such goods, introduce and 
sell them to their customers. 
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In the Morning’s Mail 


Winans Joins Marlin Forces 


H. E. Winans has resigned as ad- 
vertising manager of the Western 
Cartridge Co., East Alton, IIl., to join 
the sales force of the Marlin Firearms 
Corp., New Haven, Conn. Mr. Winans 
will cover the Middle Western territory 
calling on the wholesale hardware and 
sporting goods trade. He had pre- 





H. E. Winans 


viously traveled in that section of the 
country as a salesman for the Western 
Cartridge Co., and will therefore feel 
at home in his new work. 

Mr. Winans was connected with the 
company he has just left for the past 
eighteen years, working in various de- 
partments. 





Briggs & Stratton Co. Changes 


H. H. Dugdale has taken over the 
management of sales of the Briggs & 
Stratton motor wheels, flyers and 
scooters. Mr. Oehler, former sales 
manager having resigned on Jan- 
vary 1. ; 

Mr. Dugdale has been an executive 
with the Briggs & Stratton Co., Mil- 
waukee, Wis., for a number of years, 
having had charge of sales on their 
stationary engine products. The sta- 
tionary engine division and the motor 
wheel division have recently been con- 
solidated and will hereafter be known 
as the motor division; the sales man- 
agement coming under the supervision 
of Mr. Dugdale. 


Changes in W. H. Willard Co. 


Edwin S. Clark, president and treas- 
urer W. H. Willard Co., Worcester, 
Mass., hardware dealers, has sold out 
his interest in the company to Joseph 
H. Smith, his partner. Mr. Clark was 
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associated with the firm for forty 
years, first as general manager, and 
later as president and treasurer. 





The Hardware Buyers’ Directory 
HARDWARE Buyers’ DIRECTORY, 7 x 
10% in., cloth. 722 pages. Published 
by HARDWARE AGE, 239 West Thirty- 
ninth Street, New York City, N. Y. 

The first edition of HARDWARE Buy- 
ERS’ DIRECTORY is off the press and is 
now being distributed to the wholesale 
and retail hardware merchants of the 
United States and Canada. 

The volume is substantially bound in 
cloth, arranged for ready reference, 
and is designed to acquaint the whole- 
sale and retail hardware dealers with 
the names, addresses and trade names 
of manufacturers of products in the 
hardware and allied lines. The Janu- 
ary issue contains about 2500 headings 
of hardware merchandise under which 
are listed approximately 35,000 names, 
addresses and trade names of manu- 
facturers. 

Many manufacturers show illus- 
trated and descriptive data of their 
products, which in connection with the 
listings enhances the value of this Di- 
rectory as a reference book. 

HARDWARE BUYERS’ DIRECTORY covers 
the entire hardware buyers’ field. Dis- 
tribution is made quarterly, on an an- 
nual basis of 40,000 volumes, in the 
United States, Canada and foreign 
countries, where English is the com- 
mercial language. 





Waterbury to Market Watches 
Under Its Own Brand 


It is well known, not to the public, 
but within trade circles, that the 
Waterbury Clock: Co., Waterbury, 
Conn., were the originators and de- 
velopers of non-jeweled or clock 
watches, and that for many years the 
watch production of the Waterbury fac- 
tory has been marketed exclusively by 
Robert H. Ingersoll & Bro., New York 
City. 

Owing to the financial condition of 
the Ingersoll company and the recent 
crisis in their affairs, it has now be- 
come necessary for the Waterbury 
Clock Co. to market its line of watches 
under its own brand. 





Davis with Northampton 


George Walter Davis, 258 Broadway, 
New York City, manufacturers’ repre- 
sentative for several lines of cutlery 
and tools, is now representing the 
Northampton Cutlery Co., Northamp- 
ton, Mass., manufacturers of carving 
and table knives, in the territory com- 
prising Pennsylvania, New Jersey, New 
York, Maryland, Delaware and New 
England: 


February 2, 199 


Munroe Heads Philadelphia © 


Association 


William B. Munroe was. elected 
president of the Hardware Merchants 
& Manufacturing Association of 
Philadelphia following a complimentary 
luncheon given by the association, 
Jan,. 24, at the Bourse Building 
Philadelphia, Pa., to Charles M. 
chairman of the board, Supplee-Bidile 
Hardware Co., and Thomas Devlin, 


president, Thomas Devlin Manufactur. | 


ing Co. 
Mr. Biddle and Mr. Devlin are the 


two oldest members of the association” 


which was established March 6, 1886 
Both addressed the large number of 
members who attended and spoke about 
the business developments in Phila. 
delphia since the organization of the 
association. 

Other officers of the association 
elected following the luncheon were; 
Horace Disston, vice-president and T. 
James Fernley, secretary-treasurer. The 
annual banquet will be held at the 
Bellevue-Stratford, February 2. 





Gardiner in Business for 
Himself 


Thomas M. Gardiner, who recently 
resigned as San Francisco manager of 
the Boyle Manufacturing Co., Les 
Angeles, Cal., has opened an office and 




































































































































































Thomas M. Gardiner 


sample room at 320 Market Street, Sat 


Francisco, Cal. He will represent 4 | 


limited number of manufacturers 


hardware and automobile access0my 


lines. 
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Here ts the hardware in one of the 
McKinney Garage Sets 


VERY piece of hardware needed 

for the hanging and operation of 

the private garage door, packed com- 

plete in a box—everything from the 
track down to the last screw. 


cKINNEY 
inges and Butts 
-and Hardware 


Also garage hard- 
ware, door hangers 
4nd track, door bolts 
and latches, shelf 
ackets window and 
teen hardware, 
inet hardware, 


|i el door-mats and , 
ca Faibeight Specialties. 


Your customer picks out the kind 
of garage entrance that meets his par- 
ticular requirements and all you have 
to do is to hand over the box of 
McKinney Hardware which corre- 
sponds to that type. The various kinds 
of doors—swinging, sliding-folding, 
or around-thé-corner arrangements— 
are pictured in the McKinney Garage 
Door Hardware Book. A copy of 
this book should be in your store. We 
will gladly send you one free of charge. 

In selling these complete sets there 
are two important points for you to 
remember : 


First, that it is the most convenient, 
the easiest, the quickest, and the 
most satisfactory method of selling 
garage door hardware. Nothing is 
forgotten, no time is taken up in 
assembling the needed articles. 

Second, that every article in each 
set is of the highest quality— 
McKinney made. Yow’ can back 
up these McKinney sets with the 
strongest kind of selling talk you 
know of and be altogether on the 
safe side. 


If you are not handling these sets : 


now you are missing a good thing and 
so are your customers. Write today 
for the book. It will give you a clear 
idea of the wonderful possibilities for 
you in this line. When you get the 
book, tie it fast to your counter for 
quick reference by your customers and 
yourself, 


MCKINNEY 


Complete Garage Door Sets 
McKINNEY MANUFACTURING CO., Pittsburgh 


Western Office, Wrigley Bldg., Chicago 


Export Representation 
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Combination Gas-Coal Range 


A newly designed combination range 
is now being introduced to the trade. It 
is an addition to the Paramount Malle- 
able line of gas-coal ranges manufac- 
tured by the Malleable Iron Range 
Company, Beaver Dam, Wis. 

Many improved and recently de- 
veloped features are said to be found 
in this Paramount Range, and its 
design is an entirely new feature in 
combination range construction. It 
combines the cabinet gas range equip- 
ment with a standard coal range to 
occupy no greater floor space than the 
average gas range. The fact that the 
oven and broiler are located at the 
side of the cooking surface is an item 
of convenience appreciated by every 
housewife. 

In line with the fundamental features 

















New Paramount Combination Range 


common to other Paramount models, no 
attempt is made to heat one oven with 
two fuels in this new style gas-coal 
range. A separate oven is provided 
for the use of each fuel. 


New Esrobert Boudoir Lamp 


A very attractive boudoir lamp has 
recently been placed on the market by 
S. Robert Schwartz & Bro., 729 Broad- 
way, New York, manufacturers of 
Esrobert adjustable lamps. Beauty 
of design and finish are characteris- 
tics of this lamp. 

This lamp (No. 510) has a special 
ornamental base of cast metal, 5% in. 
in diameter and 6% in. in height. The 
ornamental shade has been designed to 
match the base and consists of metal 
frame with silk lining, 6 in. in height 
and 6% in. in width. The lamp is 


Reading matter continued on page 160 
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Keep Your Spring Stocks 
Up-to-Date 
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completely wired and is equipped with 
Association push socket, ten feet new 
code parallel mercerized cord, two- 
piece Association attachment plug. Its 


wea 
— 


Esrobert Lamp No. 510 


height is 14% inches and its weight 
3% lbs. 

This number is made in four beau- 
tiful  finishes—gold and brown, old 
ivory, ivory and rose, ivory and blue. 


Household Mop Wringer Outfit 


Shannon Mfg. Co., 1801 North Hoyne 
Boulevard, Chicago, offers the trade the 
Shamco line of mop wringers. 





Shameo “Handy” Mop Wringer 


It is said that these wringérs permit 
the user to have boiling hot water with 
any cleaning compound, for it is never 
necessary to put the hands in the water. 
The wringers are put up in sets con- 
taining a mop, wringer and steel pail. 
The wringers are designed to fit over 
the pail fastening on to the handle ears. 
The ears may be grasped when moving 





the outfit complete. It is recommended 
that if the wringer is not purchased 
with a Shamco cotton mop head that, 
first class cotton mop head be used, ay 
the company says good mopping results 
can not be had with poor materials, 


The New Kitchen Utensil 


A new kitchen utensil has been re 
cently put on the market by the Squires 
Products Co., Pittsburgh, called the 
“Broilet.” It refers to this new artice 
as providing a new way to broil steaks, 
ham, chops, etc. 

The Broilet can be used either with 
gas or oil heat and to secure the best 
results, should first be heated over an 
ordinary burner for two or three min- 
utes to obtain a broiling temperature, 
The Broilet cooks both sides of the meat 














Showing Constructien of Broilet 


at one time by distributing thé heat 
evenly but without exposure to the 
flame. 

The construction of the Broilet is 
simple, being a vertical rack of 
wire with one loop of bars on each rack 
carried out to make a pair of handles, 
held together by a small metal ring 
when the meat is in place. One side of 
the sheet metal is rigidly hinged, 
swinging down, for adjustment of the | 
broiling rack, which hangs from h 0 
at the top of the rigid side. The Broilet 
does not need to be turned as the heat 
is directed to both sides of the cas 
Above the trough deflector is a smll 
pan to receive fat drippings, and 
should have a small amount of water 
to prevent smoking, sputtering or born 
ing of the fat. = 

The company claims that by broiling 
meat, ham and other foods in 
Broilet, the flavor is retained, all danger 
of scorching or burning is elimina 
and there is positively no smoke # 
odors, the meat and other articles beilg 
completely broiled without turning, 
heat being the same on both sides. _ 
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Why do we publish this letter— 


which, on the face of it, condemns 





Garage Door Hardware, of which we are the originators and 
exclusive manufacturers? 


Because we believe in 
Truth in Advertising— 


Here is the letter; the original is on file in our office. It differs 
only in that the names as published are fictitious. Our reason 
for substituting names is obvious. 


“Your letter of September 27th received, also your WhA)g@t we found out— 
catalogue, and I note what you say about the ‘Slide- 


tite’ garage door equipment. I have heard of a On receipt of Mr. Sturtevant’s let- 
case in this city where this equipment was used on _ ter, our representative called on Mr. 
a garage with a 30-ft. door, for Mr. Frank Drew, Sturtevant and visited the Drew 
of the Drew & Sears Mfg. Co., and Gray & Wash- garage. He found—THAT MR. 
burn were the architects. This same concern are DREW’S GARAGE WAS NOT 
the architects for my new house, and Mr. Gray cer- EQUIPPED WITH “SLIDE- 
tainly condemns this ‘Slidetite’ equipment. TITE” GARAGE DOOR HARD- 
“I would like to know what you have to say about WARE—but with one of the many 
this, and why it is that they are having this trouble imitations of “Slidetite,” sold in 
with the nine-door equipment on Mr. Drew’s gar- this case for the original “Slide- 
age. I would like to get something that will not "e- 
cause me trouble, and therefore when I hear of 
trouble of this kind, I would like to hear both sides Result— 
of the story, and see what is really at fault. 
“If you care to investigate this and let me hear from 
you, I should be glad to have your reply. 
“Yours very truly, 
“Wm. B. Sturtevant.” The dealer got a black eye. 


. >... s+ Sm & 


=e =. 


The garage owner secured an un- 
satisfactory job. 


The architect was criticised. 


so 


All because, for a slight difference in price, the dealer took a chance on 
an imitation. 


Sell the Original—There is only one ‘‘Slidetite’’ 


It is Manufactured and Guaranteed by 


Mt RORA.ILLINOIS. US. ry 


Sr a ee ae eee ee le ee 





“‘Slidetite’”’ is the only door hardware that can be used on more than six sliding, folding 
doors in one opening 
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February 2, 


Notes of the Retail Hardware Trade 


EvuFAULA, ALA.—The Eufaula Hard- 
ware Co., doing both a wholesale and 
retail business has recently suffered a 
fire loss and its entire stock destroyed. 
The concern plans on occupying its new 
store building in the early fall. Cata- 
logs requested on the following: Auto- 
mobile accessories, automobile tires, 
bathroom fixtures, belting and packing, 
bicycles, builders’ hardware, building 
paper, churns, cream separators, crock- 
ery and glassware, cutlery, dairy sup- 
plies, dynamite, electrical household 
specialties, electrical supplies and 
equipment, farm implements, flash- 
lights, fishing tackle, furnaces, gaso- 
line, gasoline engines, harness, heating 
stoves, heavy hardware, kitchen house- 
furnishings, lubricating oils, mechanics’ 
tools, paints, oils, varnishes and glass, 
poultry supplies, prepared roofing, 
pumps, refrigerators, sewing machines, 
shelf hardware, silverware, sporting 
goods, stoves and ranges. 

BLACKFOOT, IDAHO.—The Bistline Co. 
has commenced business here, handling 
a line of the following: Churns, cream 
separators, dairy supplies, farm imple- 
ments, gasoline engines, harness, lu- 
bricating oils, pumps, shelf hardware 
and washing machines. 

DANVILLE, ILL.—P. H. Learnard will 
open a store at 155 North Vermilion 
Street, to deal in the following, on 
which catalogs are requested: Barn 
equipment, bathroom fixtures, bicycles, 
builders’ hardware, churns, crockery 
and glassware, cutlery, electrical house- 
hold specialties, electrical supplies and 
equipment, flashlights, fishing tack] 
guns and ammunition, hammocks an 
tents, home barbers’ supplies, kitchen 
housefurnishings, mechanics’ tools, 
arm oils, varnishes and glass, shelf 

rdware, silverware, sporting goods 
toys and games, washing machines and 
wheel toys. 

BLOOMINGTON, IND.—The Blooming- 
ton Hardware Co., composed of Ernest 
Prince and John and Floyd Belcher, is 
successor to R. M. Foster. 

SPeNcER, IND.—Roy’s Hardware is 
the name of the new hardware store 
recently opened here. Its stock com- 
prises barn equipment, bicycles, churns, 
cutlery, dairy supplies, dynamite, elec- 
trical household specialties, electrical 
a and equipment, flashlights, 
fishing tackle, guns and ammunition, 
heating steves, heavy hardware, kitchen 
housefurnishings, mechanics’ tools, 
paints, oils, varnishes and glass, pumps, 
shelf hardware, silverware, stoves and 
ranges, toys and games, washing ma- 
chines and wheel toys. Catalogs re- 
quested. 

LANGDON, KAN.—The Railsback 
Hardware & Garage has taken over 
the stock of Joseph Raines. 


Fat River, Mass.—I. J. Janson, 278 
South Main Street, desires the name 
and address of the manufacturer of 
the “Premier” knife and scissor sharp- 
ener. 

CHEBOYGAN, MicH.—The Sanitary 
Engineering Co., 109 State Street, now 
owns the stock of Henry Peets. Cata- 
logs requested on electrical supplies 
and plumbing material. 


TEKONSHA, MicH—The C. G, 


Mahrle Hardware has established itself 
in business here. The stock will consist 
of belting and packing, builders’ hard- 
ware, electrical household specialties, 
fishing tackle, paints, oils, varnishes 
and glass, kitchen housefurnishings, 
ete. 


BozEMAN, Mont.—The Flint-Fields 
Hardware Co., of which J. M. Flint is 
president, have recently succeeded the 
Ellis-Brandley Co. The new firm re- 
quests catalogs on kitchen ranges. 

New York, N. Y.—The Gotham 
Sporting Goods Co., wholesaler and re- 
tailer, is now located in its new quar- 
ters at 128 Chambers Street, and. re- 
quests catalogs on bicycles, cutlery, 
flashlights, fishing tackle, hammocks 
and tents, lubricating oils, mechanics’ 
tools, paints, oils, varnishes and glass, 
pumps, toys, games and wheel toys. 

SHORTSVILLE, N. Y.—The partner- 
ship heretofore existing between Nath- 
an F. Franzel and Cornelius M. Mack, 
under the name of Franzel & Mack, has 
been dissolved. Mr. Franzel will con- 
tinue the business under his own name. 


RowLaNnD, N. C.—The Townsend 
Hardware Co., purchaser of the B. B. 
Hardware Co. buriness, requests cata- 
logs on the engl items: Automo- 
bile tires, belting and packing, bicycles, 
builders’ hardware, churns, crockery 
and glassware, cutlery, farm imple- 
ments, flashlights, fishing tackle, guns 
and ammunition, heating stoves, paints, 
oils, varnishes and glass, prepared roof- 
ing, shelf hardware, sporting goods, 
stoves and ranges and washing ma- 
chines. 

HamMBerc, N. D.—The Hamberg 
Hardware & Implement Co. has sus- 
tained a fire loss. 

WAHPETON, N. .D.—The Grubbs 
Hardware is successor.to Wicklund & 
Grubbs. 

‘SILVERTON, Org.—The Cochran 
Hardware Co. has commenced: business 
here, dealing in automobile accessories, 
automobile tires, barn equipment, bath- 
room. fixtures, belting and packing, bi- 
cycles, builders’ hardware, building 
paper, churns, cream separators, crock- 
ery and glassware, cutlery, dairy sup- 
plies, electrical household specialties, 
electrical supplies and equipment, flash- 
lights, fishing tackle, garage hardware, 
guns and ammunition, hammocks and 
tents, harness, heating stoves, in - 
tors, insecticides, kitchen housefurnish- 
ings, lubricating oils, mechanics’ tools, 
paints, oils, varnishes and glass, poul- 
try supplies, prepared roofing, pumps, 
shelf hardware, silverware, “ogy | 
goods, stoves and ranges, toys an 
games, washing machines and wheel 
toys. 

MARLOW, OKLA.—The Marlow Racket 
Store has added a line of hardware, 
implements, harness and saddles. Cata- 
logs requested on automobile acces- 
sories, hardware and harness. 

ORWIGSBURG, PA.—The tinsmith and 
furnace business of J. H. Long has been 
purchased by the oR we | Hard- 
ware Co. H. E. Atkins, J. Arthur Au- 
lenbach and J. E. Waltman are mem- 
bers of the new firm. 


Portstown, Pa.—Carroll D. Bechtel 


has moved to 319 High Street. 
stock is both wholesale and ret 
Catalogs requested on automobile ti 
bicycles, flashlights, fishing tackle, 
and ammunition, hammocks and te 
harness, sporting goods, toys and gar 
and wheel toys. 


SHAMOKIN, Pa.—The Sanner 
ware Co. desires the address of the 
Howland Co. or its successor. 


AusTIN, Tex.—The John C. 
Hardware Co. has been incorpor 
with a capital stock of $30,000. Ca 
logs. requested on a line of autom 
tires and toys. 


Knox City, Tex.—The Guinn Cl 
Co. has started in business here, 
ing in bathroom fixtures, belting 
packing, builders’ hardware, ch 
crockery and glassware, cutlery, 
trical household specialties, farm 
plements, fishing tackle, guns and 
munition, hammocks and tents, ha 
heating stoves, heavy hardware, h 
barbers’ supplies, incubators, kite 
cabinets, kitchen housefurnishi 
linoleum and oil cloth, lubricating 
mechanics’ tools, plumbing depart 
poultry supplies, refrigerators, 
hardware, silverware, stoves 
ranges, toys and games and washing’ 
machines. : 


McKINNEY, TeEx.—Trout, Wood 
& James have recently engaged in bi 
ness here. Their stock comprises b 
ers’ hardware, churns, crockery 
glassware, cutlery, farm implem 
flashlights, fishing tackle, guns and am 
munition,. harness, heating stoves, 
heavy hardware, mechanics’ tools, she 
hardware, silverware, sporting 
and stoves and ranges. 

WAXAHACHIE, TEx.—C. T. Crosby 
successor to the Crosby Hardware 
No change will be made in the 
name. Catalogs requested. 

- CHEHALIS, WASH.—Balfour & B 


‘ have disposed of their stock to Youm 


& Balfour. A change in the firm 
will be made in the near future. 

GREEN’ Bay, Wis.—The Cen 
Hardware & Paint Co. has been 
corporated with a capital of $3 
by Otto J. Kaster and others, to @ 
both a wholesale and retail busi 
Catalogs requested on a general line @h — 
hardware. ee 

RONCEVERTE, W. VA.—The stock @ | 
the Lee & Baker Hardware Co. wae — 
recently destroyed by fire. Busines 
will be resumed as soon as sui ee 
quarters can be secured. Catalogs t@ ~ 
quested. oe 

KNOXVILLE, TENN.—The Sterling> 
Crumbliss Hardware Co., Inc., 318-32” 
Gay Street, has increased its capita 
from $70,000 to $150,000. The ¢ 
cern’s business is wholesale and 
in the following lines: Bathroom 
Pear bicycles, 2 noma hard’ 

uildin, Tr, cu , farm impk 
ments, flashlights, fishing tackle, ge 
hardware, guns and ammunition, k 
ing stoves, kitchen housefurnishil 
mechanics’ tools, paints, oils, va 
and glass, pesaeree roofing, refrig 
tors, shelf hardware, silverware, spot 
ing goods, stoves and ranges, washil 
machines and wheel toys. 














